House Raises : 
Postal Ante 
$131,000,000 


2nd, 3rd Class Rates 
Up 50%; Opposition 
Gets Few Concessions 


WASHINGTON—Opposition forces 
were overwhelmingly outvoted last 
eek as the House adopted virtual- 
y intact a postal rate bill (H.R. 
2945) which is expected to boost 
he cost of promotional mail by at 
least 35%. 

Designed to raise about $131,- 
00,000 to partially offset the 
$550,000,000 postal deficit, the leg- 
Blation calls for a 2¢ postcard; 
M4¢ bulk third class; a boost of 
0% in the cost of mailing na- 
fonally distributed newspapers 
ind magazines, and increases for 
latalogs, parcel post and all the 
Special postal services. 

Since many features of the House 
ill have been included in postal 
fate legislation already considered 
by the Senate postal committee, 
he decisive House vote is expected 
i clear the way for passage of the 
fn before the present session of 
ongress ends. 


} Though the House debated the 
Pgislation bitterly for an entire 
ifternoon, opponents succeeded in 
jassing only one modification—an 
imendment retaining existing sec- 
ind class rates for agricultural 
Sbublications and for educational, 
feligious and scientific publica- 
lions designed for school room use. 

In the face of warnings that the 
Imcrease might severely cripple 
small business men who depend on 
bulk third class for promotional 
purposes, administration forces 
shouted down amendments which 
would retain the present 1¢ bulk 
third class rate or limit the in- 
trease to 1%¢ per piece. 

Sponsors of the legislation in- 
listed they have not been “un- 
fealistic” in approaching the prob- 
lems of publishers. During the de- 
bate, Rep. George Miller (D., Cal.) 
Pointed out that publishers—who 
ipay $43,000,000 a year under 
existing rates—are increased $15,- 
000,000 instead of the $75,000,000 
Suggested by the Postmaster Gen- 
eral. 


8 “I have talked with many indi- 
idual publishers, particularly pub- 
lishers of small weeklies,” he said. 
“When the rates contained in this 
bill are explained to them they 
are satisfied. I have found, how- 
ever, that the people who form 
national policy for them, with re- 
spect to lobbying on any increases 
whatsoever, prefer to keep them 
in the dark with respect to the 
big concessions made in the com- 
ittee recommendations.” 

Aside from second class, here’s 
what the bill does: 

Postcards go to 2¢ (about 90% 
of the three billion cards are used 
for commercial purposes, the com- 
mittee claims); bulk third ‘class 
goes to 1%¢ per piece, 14¢ per 

(Continued on Page 60) 
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PRODIGY EXPLAINS—Bosco Co.'s new newspaper picture-caption ad drive tees off 

with this young consumer. Bosco will also use Family Circle, Western Family and 

Woman’s Day, and participation on women’s radio programs. Robert W. Orr & 
Associates handles Bosco milk amplifyer advertising. 


Tea Council's 
Million Dollar 


Drive Gets Set 


U. S. Trade and Growers 
Contribute to First 
Joint Promotion Fund 


New YorkK—More than $1,000,- 
000 will be spent in national media 
starting in May by the recently 
formed Tea Council to promote 
the sale of tea in the U. S., Robert 
B. Smallwood, its chairman, an- 
nounced last week. Mr. Smallwood 
is also president of the Tea Asso- 
ciation of the U. S. and president 
of Thomas J. Lipton Inc. 

The Tea Council, organized by 
the Tea Association and the Tea 
Bureau (AA, Oct. 17, 1949), has 
raised and will administer the 
advertising fund. 

It has recommended a tentative 
media schedule, subject to confir- 
mation by the council when it 
meets later this month. If con- 


Effective Words 


for clear expression. See 
“What They're Saying,’ 
Page 12. Other features: 


Advertising Market Place 
Along the Media Path 
Business Paper Linage 
Coming Conventions 
Creative Man’s Corner 
Department Store Sales 
Editorials 
Employe Communications 
Eye and Ear Dept. 
Getting Personal 

Information for Advertisers 
In Washington 
Obituaries 
Photographic Review 
Rough Proofs 
Salesense in Advertising 
Voice of the Advertiser 
You Ought to Know 


firmed, the schedule will include 
four-color bleed pages in Collier’s, 
Life, Look, Parade, The Saturday 
Evening Post and This Week 
Magazine, and four-color pages 
will be placed in independent Sun- 
day supplements in all major cities 
through Leo Burnett Co., Chicago. 


s Iced tea will be featured from 
May to August, and thereafter, for 
the rest of the year; it is expected 
that the ads will feature the hot 
beverage. 

Half of the advertising fund is 
be:ng contributed by leading U. S. 
importers, packers and distribu- 
tors, and these contributions are 
being matched by growers in Cey- 
lon, India, Pakistan, Java-Sumatra 
and British East Africa, countries 
in which 95% of all tea imported 
into the U. S. is grown. 

(Continued on Page 57) 
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Lamb Insists TV Stations Need Not 
Lose Money; Kinescope Defended 


AGENCY BILLINGS 


AA's exclusive annual re- 
port on advertising agen- 
cy billings, covering 1949 
and comparable figures 
for previous years, will 
appear in the Feb. 20 is- 
sue. Don't miss it. 


Thor Boosts Ad 
Budget, Drops 
13,000 Dealers 


Cuicaco—Thor Corp. this year 
will cut its dealer organization 
from 20,000 dealers to 7,000, and 
is backing its “new” organization 
with an advertising and sales pro- 
motion budget of $1,750,000, up 
$750,000 from 1949. 

According to John R. Hurley, 
president of the company, the 
reduction means that Thor is 
“through with the mass distribu- 
tion idea of selling. It is proving 
to be definitely unsound and det- 
rimental to the entire major ap- 
pliance and radio distributing pic- 
ture.” 

Mr. Hurley said that the exis- 
tence of a large number of dealers 
in the appliance field has led to 
flagrant price chiseling, neglect of 
proper sales efforts, disregard for 
service and a resulting breakdown 
of customer relations. 

Main objectives in slashing the 

(Continued on Page 4) 


Last Minute News Flashes 


Jim Moran to Sponsor, Emcee His Own TV Show 
Cuicaco—Jim Moran, 31-year-old head of Courtesy Motors, “world’s 
largest Hudson dealer,” who already sponsors two local television 
programs costing $5,000 per week, will sponsor and emcee a new 
one-hour variety program, beginning March 3 on WENR-TV. The pro- 
gram will use six or seven acts weekly, featuring midwestern profes- 
sional talent, and may eventually go network. Malcolm-Howard Ad- 
vertising Agency has the account and handles the programs. 


G. W. Davis Corp. Appoints Sidener & Van Riper 
RicHmMonp, Inp.—G. W. Davis Corp. has appointed Sidener & Van 
Riper, Indianapolis, to direct promotion of the complete line of Davis 
lawnmowers. Color spreads in hardware publications will be used. 
Thirty years ago, the company appointed the agency to direct Davis 
motor car advertising, and 20 years ago the agency handled Davis air- 


plane promotion. 


Coughlan Schedules Ads for New Pantastic 


West ORANGE, N. J.—G. N. Coughlan Co. will announce its new 
Pantastic, which keeps food from sticking to pots and pans, in Good 
Housekeeping and This Week Magazine, beginning in March. Several 
insertions are scheduled for each magazine, to be followed by radio 
and television. A. W. Lewin Co., New York and Newark, is the agency. 


Sexton Tablet Co. Opens Gormay Tablet Push 
Cuicaco—Sexton Tablet Co., which markets Gormay condensed 
food tablets for stomach and duodenum ulcers, is extending its news- 
paper campaign to all major markets. Full-page ads already have run 
in about 18 cities. The product was called DuoDex when first intro- 
duced. O’Neill, Larson & McMahon is the agency. 
(Additional News Flashes on Page 61) 


TV Broadcasters Reelect 
Popele; Interconnected 
Station Contracts Hit 


NEw YorK—TV production prob- 
lems, from the standpoint of agen- 
cies, stations and packagers, the 
perils of being an interconnected 
or a non-interconnected station 
operator, and labor jurisdictional 
headaches were among the topics 
spotlighted Feb. 8 by the Tele- 
vision Broadcasters Association. 

Edward Lamb, owner-operator 
of WICU, Erie, Pa., and WTVN, 
Columbus, O., said that both his 
stations have been in the black 
since they opened and added that 
“any television station in the 
United States can be operated at 
a profit.” 

Emphasizing that local program- 
ming, for which a station receives 
the full card rate, rather than 
giving the network 70% of the 
sponsor’s payment while carrying 
programs for four networks, has 
helped WICU to accomplish this, 
Mr. Lamb explained: 


= “We bought only the essential 
equipment for a complete and well- 
rounded program service. We op- 
erated at the start with one cam- 
era,” he continued. 

The income of one of the sta- 
tions is now “roughly $30,000 a 
month and increasing as we go into 
more afternoon programming,” he 
said. Expenses were put at ap- 
proximately $17,500 a month, in- 
cluding $4,500 for wages, $4,000 for 
depreciation and $9,000 for film, 
lines, promotion, taxes, mainte- 
nance and miscellaneous costs. 
Each station employs 17 people. 

“The viewer is not impressed 
when a telecaster proudly boasts 
of losses running as high as $100,- 
000 a month. Hooper ratings do 
not follow the telecaster’s profit 
and loss statement,” he said. 

“Frankly, we find it more prof- 
itable, both budget-wise and pro- 
gram-wise, to originate local live 
shows, rather than take the net- 
work sustaining offerings,” Mr. 
Lamb said. , 


# Kinescope, which has been ac- 
cepted reluctantly or not at all by 
a great many agencies and adver- 
tisers, received a spirited defense 
from Paul Adanti, general man- 
ager of WHEN, Syracuse. 

“The average TV viewer will be 
aware that a program is a kine- 
scope (if reproduced properly) 
only when the announcement of 
the fact is made,” Mr. Adanti said. 
“I know a lot of you are going to 
disagree violently with that state- 
ment. My only answer to you is 
this: Try it some time on an aver- 
age viewer and see for yourself. 

“Another misconception about 
the non-interconnected station is 
that until the cable reaches it, the 
market is not worth considering, 
unless the budget is large enough 
to afford such indulgences... Ac- 
tually it is possible in present TV 
to achieve a fairly accurate fac- 
simile of interconnected operation 

(Continued on Page 57) 
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Auto Dealers Fearful of ‘50 Sales 
Outlook, Despite Factory Optimism 


~ Cut Price Sales Hurt 
Some; Manufacturers 
Hitting New Records 


Detroit—It is increasingly ap- 
parent that many automobile deal- 


ers are becoming apprehensive 
over their 1950 business in the| 
face of high production forecasts 
by factory sales departments. To) 
say that the dealers are becoming | 
alarmed is putting it mildly. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co... Inc 


mobiles really becomes difficult. 


The dealers, as a national group, 
believe it will require serious and 
competent selling in 1950 to dis- 
pose of as many units as they sold 
in the record year of 1949. 

They only too vividly remember 
how cars piled up in their show- 
rooms and congested their ware- 
houses when the factories went 
all-out last fall for a record pro- 
duction. Only shutdowns because 
of the steel strike and changeovers 
permitted many dealers to clear 
their inventories—and even then 
many resorted to offering big dis- 
counts. 


@ Some of the larger dealers 
wouldn’t be surprised to see many 
of their contemporaries fall by the 
wayside when the selling of auto- 


They say that perhaps as many as 


15% of the nation’s 40,000 deal- 
ers may not be around at the end 
of 1950. 

To be sure, most of those deal- 
ers who drop out will have cap- 
tured the lucrative profits in the 
postwar shortage period and feel 
it is time to withdraw. 

Others realize that the large 
profits ranging from $1,000 to $1,- 
500 on a “round deal” are rapidly 
becoming history. 

In fact, the round deal, where 
a customer trades his car 1n ior a 
new one, already is a transaction 
many dealers are attempting to 
avoid despite the urging of factory 
sales executives that they stay in 
the used car business. 


s An indication of just how fear- 
ful some dealers are over the sales 
picture is the development of boot- 
legging of new cars from Detroit to 
Pennsylvania and a number of 
southern states, particularly Texas 
and Tennessee. 

The National Automobile Deal- 
ers Association has taken cogni- 
zance of the situation and has 


Results are fine! We'll be advertising in The Des Moines 
Sunday Register again next week! 


Maybe mailmen don’t appreciate The Des Moines Sunday 
Register, but advertisers surely do. 

No wonder—for single handed it delivers all lowa with 
family coverage ranging from 50% to saturation in 82 of 
Iowa's 99 counties—and nowhere else does it have less 
than 25%! Only nine other cities have Sunday papers that 
can match its 500,000 circulation. 

. . What a market Iowa is! 5 billion dollars a year are spent 


by Iowa families. It’s an 


urban market that outspends 


San Francisco, St. Louis, Boston or Cleveland. It’s America’s 


very best farm market. 


It’s a market you shouldn’t miss—and won’t when 
reach 7 out of 10 of Iowa’s buying families in The 


Bes 


Moines Sunday Register. Milline rate only $1.63! 


THE DES MOINES REGISTER anv TRIBUNE 


ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


VIP CUSTOMER—In New York to launch 
the Heart Association drive on his Lucky 
Strike broadcast on CBS, Jack Benny 
turned up at Macy's sale in this ad that 
appeared in New York newspapers. 


called on the dealers to stamp out 
the growing practice. The NADA 
claims that used-car dealers from 
other states are buying new cars 
at prices only $50 to $100 above the 
dealer’s list price in the North— 
from dealers who fear they’ll be 
overstocked. The used-car mer- 
chants, the association reports, 
then drive the cars to southern 
cities and sell them profitably be- 
low the delivered price of legiti- 
mate enfranchised new-car deal- 
ers. 

The association said a survey 
of its members shows “many thou- 
sands of dealers indicated that 
serious bootlegging of cars exists 
in their areas.” 


a It was learned-that some car 
manufacturing sales heads are at- 
tempting to stop the bootlegging 
with a warning to dealers that 
“we do not need your assistance in 
distributing our cars.” 

New-car dealers are selling to 
the visiting used-car merchants 
when they have an oversupply of 
cars on hand. They are reluctant 
to inform their factory sources of 
the large inventory, fearful that 


Z their allotment of cars would be 
cut in the spring when the demand 


is expected to hit new peaks. 

As a warning to dealers, their 
association wrote, “Unless this de- 
moralizing situation is alleviated 


it will seriously affect public con-. 


fidence in the retail automobile 
dealer as the local representative 
of the manufacturer whose make 
he handles.” 


w On the other side of the picture, 
the industry is stepping up pro- 
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duction schedules in anticipatio 
of a strong demand. Ford Motg¢ 
Co. has gone on a six-day week tg 
produce vehicles in record volum 
Ford announced postwar produc 
tion records in January when 148, 
393 units were assembled. 

Chevrolet in January made an 
alltime record of 148,851 units. 0 
these, 113,602 were passenger car; 
and 36,249 were trucks. The fig. 
ure was more than double January 
of a year ago and greater than the 
passenger car output of the first 
two months of 1949 combined. 

Buick sales in January were the 
greatest for any January on re 
ord when 34,933 were delivered by 
retail outlets, according to Otis 
L. Waller, general sales manager. 
He said the January record was 
15% over January, 1949. “There igs 
every indication that January’s 
record demand will carry over into 
the next two months, and then rise 
more as the spring seasonal de- 
mand makes its effect felt,” he 
added. 


a It can be no secret that bot 
General Motors Corp. and Ford ar 
taking advantage of the Chrysle 
Corp. strike. When Chrysler was 
closed it was turning out 7,000 
units daily. 

Factory sales moguls are ex- 
ceedingly optimistic over 1950 and 
point out that in some sections of 
the nation they have dealers 
who have known nothing but a car 
shortage for more than four years. 

This situation, of course, is a’ 
spotty one. Factory sales officials” 
still say that demand is not even 
near saturation in farm areas, al- 
though they are willing to admit 
that they are feeling some soften- 
ing of demand in the larger cities. 

This disagreement between deal- 
er and factory over the 1950 mar- 
ket undoubtedly will be cleared up 
as the spring market takes its 
course. The dealers who survive 
will be those willing to stream- 
line their organizations and go out 
and do a selling job. 


Develops New Type of 
Demonstration Service 


A new demonstration service for 
nationally branded foods is being 
offered through the Kitty Straff 
Planned Meal Service, 1418 Wal- 
nut St., Philadelphia. The service 
displays packaged food through 
actual demonstration of prepara- 
tion either alone or in combination 
with other foods in chain stores 
hab oy customers can taste the re- 
sults. 


New Type Carbro 
from Kodachromes 
Pays for liself 


CHROMART Prints actually 
cost you nothing. Platemakers 
charge 25% to 50% more to 
work from a color film than 
from a Chromart. This saving 
pays for your print! 

A Chromart Print is superb 
full-color artcopy ... made 


from your transparency to the © 


size you specify. It can be: 


e Dramatically displayed. 
e Intelligently O.K.d. 


e Pasted into final art to 
avoid costly stripping-in. 


e Lettered, retouched. 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest Colorprint Service 


When you work from a color 
film instead of from a fine print 
you gain: not one of these pro- 
duction advantages. 

In making your Chromart we 
can corfect shots that are “off” 
in color ... even altering col- 
ors locally without destroying 
photographic texture! 

We have been making artcopy for 
top agencies from coast-to-coast 
for 12 years. We know what qual- 
ities art directors like and what 
platemakers require. 


CHROMARTS are priced from 
$52 to $122, depending upon print 


size ordered. Investigate! 
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Thor Boosts Ad 
Budget, Drops 
13,000 Dealers 


(Continued from Page 1) 
number of dealers by almost two- 
thirds are: To give each of the 
remaining dealers a _ reasonable 
market potential; to give the 
“good” dealers more sales train- 
ing, merchandising and advertis- 
ing assistance; to achieve greater 
dealer identification in advertising, 
and thus to encourage the remain- 
ing dealers to do a better selling 


AAES| WARES 


7% AMERICAN LABEL CO. 


job for Thor products. 

The 14,000 dealerships now be- 
ing dropped account for about 13% 
of Thor’s business. Company ex- 
ecutives say the move will permit 
salesmen to pay greater attention 
to the dealers and thus quickly 
regain the 13% of sales which will 
be lost. In fact, Mr. Hurley said 
that Thor expects its 1950 unit 
volume will be up 22% over last 
year’s. 

The company’s consumer adver- 
tising this year will consist of five 
promotions, all of which will use 
both magazines and newspapers. 

First copy, a page in Life, will 
break late this month. The drive 
will continue in Better Homes & 
Gardens, Good Housekeeping, Mc- 
Call’s, Parents’ Magazine and Wo- 
man’s Day in March. 


w Newspaper advertisements in 
143 newspapers in 115 cities also 
break in March and, together with 
the magazine copy, will continue 
throughout the year. 

The five separate promotions 
will boost Thor washers, ironers, 


dishwashers, washers and then 
ironers again. Each will be sup- 
ported by cooperative dealer ad- 
vertising, point of sale displays 
and other merchandising aids. The 
trade campaign already has started 
in publications reaching electrical 
appliance dealers. 

Main change in ad copy is the 
use of poster type illustrations and 
headline type. In addition, the 
company is boosting the Spinner- 
Washer, and will play down the 
Automagic trade name. 


ws About 25% of the $1,750,000 
appropriation will be devoted to 
outdoor and indoor dealer identi- 
fication signs and store displays, 
all of which are based on exten- 
sive company surveys to determine 
what retailers need and can use. 
In line with the new retail set- 
up, Thor is giving distributors 
“management kits,” containing 
maps of their territory, retail sales 
and appliance sales data and other 
information to simplify record 
keeping and sales management. 
Earle Ludgin & Co. is the agency. 


Wolff & Marx Starts Live 
TV Show for Ready-to-Wear 


Wolff & Marx Co., San Antonio 
department store, presented the 
first of its “Fashion in Your Liv- 
ing Room” television programs last 
week on WOAI-TV, San Antonio. 
The show, seen Monday nights at 
8:30, is reportedly the first live 
telecast devoted to style advertis- 
ing in the Southwest. 

The store’s newspaper advertis- 
ing includes mention of the show, 
and a teaser campaign was used 
in the three major San Antonio 
newspapers. 


Appoints Leo Nist 


Leo W. Nist, on the editorial and 
administrative staff, has been ap- 
pointed research and promotion di- 
rector of Capper-Harman-Slocum 
Inc., Cleveland, agricultural pub- 
lisher. He succeeds Mrs. Marion 
Reeves, who has retired. 


Hazard Gets Shoe Account 


Lissak & Co., Brockton, Mass., 
maker of women’s casual shoes, 
has named Hazard Advertising Co., 
New York, to handle its advertis- 
ing. 


Honors WHO for 


Fourth Consecutive Year! 


WHO’. selection for the National 
Safety Council’s Public Interest Award 
marks the fourth consecutive year in 
which this 50,000 watt Clear Channel 
Station has been cited “for distinguished 
service”... “for exceptional service” to 
safety on the farm. 


Proud as we are of this Award, we are 


more proud of the people on our staff 


who helped us win it—the script writers, 


music arrangers and producers—the an- 
nouncers, the guest speakers, the civic 
organizations who co-operated to make 
broadcasting realities from farm-safety 


ideas. 


The Award is further proof of WHO's 
public-spirited programming, its aware- 
ness of community responsibility, its de- 


National Safety Council 


sire to furnish “Iowa Plus” listeners with 
the finest radio service in America. For 
advertisers there’s an added significance 
—WHO’s consistent leadership means 
greater advertising values for any prod- 
uct, in any season, at any time of the day 


or night. 


W Int 


© 


+ for lowa PLUS * 
Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
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Sackett Again Plans 
Seattle Newspaper 


SEATTLE—Sheldon Sackett of 
Coos Bay, Ore., operator of new 
paper and radio properties in O 
gon and California, has announced 
plans to launch a new newspape 
here in the plant of the defunet 
Seattle Star. 

The starting date has not beep 
determined, nor is it known yet 
whether the publication will be q 
daily, bi-weekly or weekly, Mr 
Sackett said. The name would b 
the Seattle World. 

Agreement was reached late in 
January on purchase by Sackett 
of the land, presses and building 
of the Star for $150,000 from the 
Northern Publishing Co., whose 
principal owners are David Stern 
III of Philadelphia and Tommy 
Stern of New Orleans. The Sterns 
came into the picture just before 
the Star folded up in 1947. About 
that time, also, Sackett had an op- 
tion to buy the Star, but allowed 
the option to lapse. 


s “It is my intention to furnish 
all of the equity capital,” Mr. 
Sackett said, “but we may secure 
from liberal sources of the North- 
west a substantial portion of our 
underlying capital in the form of 
debentures or preferred stock. 

“I intend to consult, when there 
is available time, with leaders of 
these forces in Seattle, a number 
of whom have already assured me 
that there is available substantial 
support, circulation, advertising 
and financing for a liberal, mod- 
ern newspaper.” 

The city is served by the Post- 
Intelligencer and Times. The eve- 
ning Star, founded in 1899, sus- 
pended in August, 1947, partly be- 
cause of the newsprint shortage 
then. The Times bought its sub- 
scription lists. 

Mr. Sackett owns the Coos Bay 
Times; Sun, Vancouver, Wash., 
and radio stations in Coos Bay, 
Vancouver and Oakland, Cal. 


Grocery Jobbers 
Get Pablum, Pabena 


EVANSVILLE, IND.—Pablum and 
Pabena, pre-cooked infant cereals, 
henceforth will be distributed by 
grocer food brokers, Mead John- 
son & Co. announced last week. 
Food brokers across the nation 
have been appointed to handle the 
distribution. 

Previously Mead Johnson pro- 
ducts were distributed exclusively 
by drug wholesalers and retailers. 

The change is in recognition of 
the fact that 90% of the company’s 
sales of Pablum and Pabena are 
now through grocery stores, L. D. 
Johnson, president, said. 

“Our 35 other products will con- 
tinue to be sold exclusively 
through the drug trade,” he added. 

Officials announced that the 
company will continue its estab- 
lished policy “to support the medi- 
cal profession” by not advertising 
its products to the public. 


No Numbers in This Guide 
to Statistical Analysis 


Dr. F. Kafka, a member of the 
economics department of New 
York’s City College School of Bus- 
iness and Civic Administration, is 
the author of a 11ll-page book 
called “Statistics Without Num- 
bers,” which, the author explains, 
“is designed for the reader who 
works with statistics without be- 
ing a statistician.” 

Eighty-one illustrations are in- 
cluded, but there are no mathe- 
matical formulas to befuddle the 
lay reader. 


Starts Publicity Company 


tol Records, New York, as eastern 
promotion man, has opened his 
own promotion and publicity of- 
fices under the name of Dick 
Linke, Promotion, with offices at 


250 W. 57th St., New York. 


ts 


Dick Linke, formerly with Capi- 
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Editorial tutheones™ . 
Through Two . 

i! DOMINANT EDITIONS : 

Southeast and Southwest ; 


=a y, 


X ITH undisputed circulation leadership in the South, Farm and Ranch- 
Southern Agriculturist now has stronger, more powerful editorial strength and 
influence with its combined and augmented staff. In this one publication are 
brought together the editors of two top-flight farm magazines, combining their 
experience and know-how — their intimate knowledge of the South. Dominant 
editorial strength through two great editions — Eastern and Western — gives 
readers in every section of the South the fullest coverage possible of their own 
particular needs and interests. Strongly staffed editorial offices are maintained in 
Nashville and in Dallas, under the direc- 
tion of L. R. Neel, Senior Editor, and 
Frank Briggs, Editorial Director. Coor- 


o> SOUTHERN | 
| cht MANUS 


CIRCULATION 
‘ ; _ GUARANTEE 
— -- wee or a 1,275,000 so ies 
EE ee ee ens Se | Western Edition 
Managing Editor in Dallas, these two 900,000 375,000 


complete staffs will give increased leader- TOTAL NET P cas CIRCULATION 
ship to the South .. by helping to provide January, 1950, issue 


Better Farming for Better Living. - 1,400 287 Seuthwide . a 
’ 


Eastern Edition. Western Edition 
943,649 456,638 


Than Any Other Farm 
Magazine! 


FARM EDITORS 
and FARM LEADERS 


Senior Editor Editorial Director Executive Editor 
L. R. NEEL FRANK A. BRIGGS MALCOLM ORCHARD 
Managing Editor Associate Editors Woman's Editor 
A.R. KENNERLY CHARLES E. BALL Iris DAVENPORT 


SALLYE BROYLES 
MILBREY F. COVERT Assistant 
H. L. GANTZ Mary LORRAINE SMITH 


Youth Editor Production Editor Art Director 
DeELores LEHR WALTER F. SCHULTZ MCCULLOUGH PARTEE 
Assistant 


LAMBETH MAYES 


Assistant 
Letia Moss 


Pi 36 EXCLUSIVE CONTRIBUTING EDITORS 
US AND SPECIAL WRITERS... 


FARM ad RANCH PUBLISHING CO. 


NASHVILLE, TENN. ° DALLAS, TEXAS 


OFFICES IN NASHVILLE © DALLAS #*© ATLANTA © CHICAGO *© NEW YORK * SAN FRANCISCO © SEATTLE 
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Cowles Pleased with 
‘Flair’s’ Reception 
and Quick Sellout 


New York—Flair, new Cowles 
Magazines publication launched 
Jan. 27, reportedly sold out its 
print order of 265,000 in about 48 
hours throughout the country. The 
second issue, out Feb. 24, will not 
have an increased print order, 
which will remain the same for 
the time being. 

The first issue carried about 30 
pages of advertising, and the sec- 
ond will have approximately ten. 
This drop, as explained by the 
company, is attributable to the 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® 
900 Kibby $t., Lime, U.S.A. 


a 


method of selling space—by which 
advertisers could only come into 
the book on a multiple-insertion 
basis. No advertiser was allowed 
access to the first issue who did 
not take ads in three consecutive 
issues or in four issues through- 
out the year. Reportedly, the sec- 
ond copy is the “in between” issue, 
and the third will pick up con- 
siderably in advertising pages. 


a The second issue, like the first, 
will feature the effect of the dou- 
ble cover, but it will have a dif- 
ferent logotype. The magazine will 
make a point of flexibility, and 
type and presentation will not re- 
main static. Features of the second 
issue will include an exhaustive 
article on Hollywood by Cecilia 
Ager, and so-called three-dimen- 
sional cartoons by Saul Steinberg. 

Queried on the reaction to the 
first Flair, a Cowles spokesman 
told AA that, by and large, the 
company was gratified by the com- 
ment and that nothing had been 
said which would influence the 
future pattern of the magazine. As 


pe eee era Mn ae eee 


for its eventual circulation, no| 
conjecture was made. It was 
pointed out that Flair, the “maga- 
zine for people of good taste,” did 
not figure to attain mass circula- 
tion stature. 


ws Last week the company ran 
newspaper ads in key markets 
highlighting Quick’s present circu- 
lation, which has reached nearly 
800,000 in less than a year. 

Recently, newspaper ads empha- 
sized the growth story of Look, 
which was 28th on the list of lead- 
ing magazines in terms of adver- 
tising revenue in 1940, and was 
seventh in 1949. 


Newspaper Elects Brooks 


John H. Brooks, president of the 
Brooks Bank & Trust Co., Tor- 
rington, Conn., has been elected 
president of the Torrington Print- 
ing Co., publisher of the Torring- 
ton Register, afternoon daily. He 
succeeds Frank J. Damon, who 
served as president since 1946 and 
will continue on the board of di- 
rectors. Mr. Brooks also has been 


SALES TALK—F. A. Martoccio (left), pres- 
ident of Hollywood Candy Co., Centralia, 
IIL, and James B. Wilson, vice-president 
of D’Arcy Advertising Co., St. Louis, get 
out of the crowd at a St. Louis sales 
conference. Sales representatives learned 
that Hollywood will increase its use of 
radio this year for its line of candy bars. 


named treasurer of the company. 
Edwin M. Stone has been named 
vice-president and James W. 
Peterson has been appointed sec- 
retary and general manager. 


Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


FINISHED ROLLS OF 1950 LEVELCOAT — THE NEWEST “LOOK” IN PRINTING PAPER 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers are made with the 
new LongLac sulphate fibers — and a 
new Georgia clay coating formula. 
Now Levelcoat gives you premium 
quality press performance and repro- 
duction—atthe cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four 1950 Levelcoat papers. In 


make-ready, on low or high speed 
presses, you'll discover new econ- 
omy and dependability. Finally, in 
comparing reproduction with that of 
any other paper, at any price, you'll 
agree there’s a striking new difference 
in the quality of printing achieved— 
with less ink —on 1950 Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for broadsides, magazines or 
house organs — look to Levelcoat for 


printability at its best. 


Stop that log! au improperly barked logs are 
removed and reprocessed before being used. 
Only the finest of special ingredients, too, are 
accepted — like the new, exclusive LongLac sul- 
phate fibers. That’s why 1950 Levelcoat is whiter, 
brighter and remarkably cleaner than ever before. 


A sheet of paper is born on the Fourdrinier 
wire as whitewater drains away. The coating 
then applied provides a mirror-smooth surface 
of unusual whiteness, permanence, uniformity. 
With inks held buoyantly to the surface, type 
is sharp and clean, colors strong, active, vigorous. 


Bright ? Right! The brightness test is just one 
of 79 checks made on each lot of Levelcoat 
paper. This control system is the Kimberly- 
Clark way of making sure that your purchase of 
1950 Levelcoat gives you the press performance 
and reproduction of higher-priced paper. 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT* Made with strong sulphate- 
cooked fibers. Permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT* For 


printing, Lithofect provides a moisture-and- 
pick-resistant coating with a strong base 
sheet. Renders colors without loss of density. 


finest offset 


New TRUFECT* Whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT* An economy sheet 
for volume printing. Now, with the new Long- 
Lac fibers, Multifect has added strength, 
better foldability, greater uniformity. 


“TRADEMARK 


KIMBERLY-CLARK 


CORPORATION 
NEENAH’, WISCONSIN 
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Phone Union Blasts 
Bell Ads on Wages; 
Asks Rate Hike Ban 


WASHINGTON—Charging that th 
Bell System has embarked on 
“high pressure advertising ca 
paign” to block wage demands of 
its workers, the Communicatio 
Workers of America last wee 
asked federal and state rate-mak 
ing bodies to rule “whether ad 
vertising aimed specifically at the 
prevention of wage improvemen 
in the telephone industry is 
properly allowable operating ex 
pense, to be paid for by the tel 
phone-using public.” 

The union, which is threateni 
to sirike in support of its wage de 
mands, claims Bell System ha 
spent $70,000,000 on advertisin 
in the past four years. “Thi 
money, or a good part of it could 
in our opinion, better be spent i 
correcting some of the intolerable 
wage levels and_ unsatisfactor 
working conditions which prevai 
in the industry,” the union presi- 
dent, J. A. Beirne, declared. 

The union said telephone com- 
panies across the country have ob- 
tained annual rate increases since 
the end of the war totaling $348,- 
000,000, with a number of cases 
still pending. 


s “It is high time,” the letter de- 
clared, “that state and federal rate- 
making bodies called a halt to the 
Bell System’s campaign to jack 
up rates, while at the same time 
they spend so much of the money 
they get from the public in higher 
rates, on a high-pressure adver- 
tising campaign.” 

The union maintained that Bell 
System ads on the current wage 
dispute present a distorted picture, 
based on selected sampling of 
small groups of workers. 

“This is not the first time such 
a thing has occurred,” the union 
said. “In previous disputes, the 
companies have likewise spent 
millions of dollars in advertising, 
seeking through this means to 
avoid payment of wage increases 
which were finally put in effect. 
We consider this as money of the 
telephone subscribers wasted in a 
futile, senseless endeavor.” 

There are no telephone rate 
cases before the Federal Commun- 
ications Commission at this time. 
The advertising issue could be 
considered, however, by state rate 
bodies currently considering tele- 
phone rate applications. 


Bristol-Myers Names Heath 


C. George Heath has been ap- 
pointed assistant vice-president 
and assistant secretary of Bristol- 
Myers Co. of Canada, Montreal. He 
has been in the company’s sales 
department since 1941 and for sev- 
eral years was in charge of all 
sales activities. G. Walter Brown, 
executive vice-president, has been 
made managing director. 


Brennan Joins Lamb & Keen 


Thomas G. Brennan Jr., for- 
merly in the advertising sales pro 
motion division of Ladies’ Home 
Journal, has joined Lamb & Keen, 
Philadelphia agency. 


TOP SALESMAN 
in the DAKOTAS 
the MOST Eftective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


— Own Magazine 
[AKOTA FARMER | 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertinne Monoger 
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2 West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 « 448 S. Hill St., Los Angeles, Michigan 0578 ) 


eel em, 7 Aa = ea a etl Se Bn wh eee pe i fi: uo >< Se ee sib ewe ak ee ee eh eS [cA = ROR Po sect ar? he . » ea ee ete ee Te ee eS OR ee ee ee 
; 13, 19 os 
ee a 
=e | - 
i a ; N a 
[2 ‘ 
BR pHiLAr en THE e 
) — 
4 
| a 
a ae a 
i eee eS, = A ree P ‘oe é 3 3 - p ra) 5 : ry Se : 
oe de - a acl Se eee Pree ae ree en eae es nee aN eee i se es egy oo Te Pee REA eae — jules dee uineet Sal ‘ gee aiogeics eh pos ye ae a ed ee ue rare ie is oe ae ae e i ’ i Peete & Pie es i een ees . si ol aS je a oe a Be a 
lai 95 GERI ABP EEE SIDA ORT NE REIT, 8 NES er aaee oo Oe eee 
pte see Fee Saal es = Pe ae ii a iatod sya = a aes 3 Bae, i 1s : Ls af eed ae bee pee prtir ae ee darn eee =o ns pat oe . . 3 re fe eee pois ai pio 


Ut Nal al a ik SE am 
3 te < 


a ee ey ee 


Pacific Coast Borax Opens New Campaign, 
Shifting Emphasis to Sunday Magazines 


Los ANGELES—Pacific Coast Bor- 
ax Co. yesterday opened a Pacific 
Coast Sunday magazine campaign 
for 20 Mule Team Borax and Bor- 
axo. 

The company has placed the 
greater part of its ad budget in 
radio advertising in the past, and 
the addition of visual media marks 
an important departure in ad 
policy. 

Four-color pages and b&w in- 
sertions will be run weekly over 
a seven month period. 

The campaign will be placed by 


McCann-Erickson in the Los An- 
geles Times Home Magazine and 
the Pacific Coast edition of The 
American Weekly. 

Copy for the campaign is built 
on the claim that Borax “Washes 
a sweet smell into clothes.” 


Sherman Picks Carpenter 


Sherman Bros., New York, man- 
ufacturer of rainwear, has ap- 
pointed Penny Carpenter, formerly 
associate editor of Charm, as ad- 
vertising manager and fashion ¢o- 
ordinator. 


EASY CHART 
“T 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery! 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


OPENER—The Chicago start of a 13-week 

campaign for VP stick deodorant was 

this 300-line copy. Virginia Parks Inc., 

Chicago cosmetic manufacturer, also is 

using a five-minute radio show daily 
over WGN. 


Elect Dalton and Rison 


Neil Dalton, director of public 
relations, and Jasper E. Rison, cir- 
culation manager, have been 
elected to the board of directors 
of the Louisville Courier-Journal 


+ and Louisville Times Co. 


Trademarks’ 
Value Changes, 
Lebow Declares 


WELLESLEY Hitits, Mass.—For 
most medium-size and small busi- 
nesses today it is becoming “more 
and more futile to attempt to pro- 
mote their own brands and trade- 
marks in the traditional way,” 
Victor Lebow, New York market- 
ing consultant, told members of 
the Babson Institute of Business 
Administration here last week. He 
said that “the technique and power 
of advertising must be used by 
smaller enterprises to win accept- 
ance of their products by means 
other than publicizing their own 
trademarks. 

“We are confronted with a great 
change in the effectiveness and 
vitality of the trademark in the 


ait 


that defies chemistry... 


There is 


that is the typographic white space in advertising 


one aif 


/ and printed material. 


Of course, Monsen is primarily concerned with the 


black space—or that space which is taken up 


by typographic matter. However, our 


typographic craftsmen also know how to effectively 
use “white space equipment’’—leads, slugs and 
spacing material—to give your client’s printed 


message that appearance which demands readership: 


PRODUCTION MANAGERS 


AND 


ART DIRECTORS KNOW...that typography by Monsen results 


in hard hitting, attractive, readable copy..: 


the result of 63 years of craftsmanship 


experience in both black and white space. 


East of the Rockies it's Monsen-Chicago at 22 East Illinois Street 
On the Pacific Coast it's Monsen-Los Angeles at 928 South Figueroa Street 


Monsen 


that defies chemistry and 


|marketing of goods and services; 


Advertising Age, February 13, 195 


Mr. Lebow said. “I believe 
search indicates that even the mo 
powerfully entrenched brands ha 
a ‘soft underbelly.’ 


s “In 1948 there were 14,828 
tional advertisers who were t 
ing to get the public to remembe 
and ask for 26,566 brands and com 
pany names. Yet market researd 
shows how unsuccessful. mo 
trademarks are in establishing q 
identification for their products. 
“In one case of 637 brand name 
studied, 36% were reported 
found to be more or less detri 
mental to sales appeal, while 52 
contributed nothing to the 
appeal of the product. Only 12 
were found to contribute materi 
ally to the sales of the commodi 
on which they appeared. 


sw “ADVERTISING AGE recently 
its resident correspondents in 1 
cities act as shoppers and ask d 
clerks for toothpaste or powde; 
without naming a brand. In 10 
cases out of 110 the clerk made ng 
recommendation whatever. Wher 
the shopper mentioned an interest 
in ammoniated products, they were 
offered by the clerk as something 
‘new’ or as ‘something worth try. 
ing if you don’t know what yo 
want.’ 

“It was plain that the men be- 
hind the counter saw no differ 
ence between dentifrices and we 
quite lukewarm about all of them. 
When it came to the ammoniated 
toothpastes, one reporter put it 
this way: ‘There is a definite ac- 
ceptance of the ammoniated idea. 
I mean, for what the impression is 
worth, that they are stocked with 
the stuff and had heard about it 
and had a kind of hearsay accept- 
ance of the idea but weren’t ex- 
actly hot about it.’ 


a “Perhaps the consumer's con- 
fidence in trademarks is also af- 
fected by the flood of self-serving 
declarations. Dentifrices are a 
prime example of that kind of ad- 
vertising. 

“But marketing is concerned 
with the public relations of the 
commodities we make and distrib- 
ute,” Mr. Lebow said. “Therefore, 
we must examine the possibilities 
of achieving in new ways what the 
trademark is unable to accomplish 
for most businesses today.” 

Citing surveys on impulse buy- 
ing as significant in this connec- 
tion, Mr. Lebow pointed out that 
86% of the sales made in syndi- 
cate stores are the result of im- 
pulse buying, that 24.6% of all 
items in food store shopping bas- 
kets are bought on impulse as are 
58% of drug store items, and 24% 
of the goods bought in department 
stores. 


a “National advertising of th 
maker’s name is not working well 
any longer,” Mr. Lebow declared, 
“except in the case of gigantic ad- 
vertising appropriations. We have 
to face the fact that today there 
are important differences between 
what it is possible for giant enter 
prises to accomplish and wh 
smaller businesses can do. 


attitudes on social, economic and 
political-matters,” Mr. Lebow con- 
cluded, “are going to play a role 
in a new type of marketing which 
is being forced upon business. As 
more and more firms realize that 
their trademarks and brands are 
not working for them, the need for 
a new kind of thinking in marxet- 
ing must become more and more 
apparent.” 


Falstatt Buys AM Show 


Falstaff Brewing Corp., St. Lou- 
is, will carry a new Meredith Will 
son musical series of broadcast 
three times weekly over 40 s 
tions in 20 states, starting Ap 
3. Time for the 15-minute progral 
was bought through Dancer-Fi 
gerald-Sample. 
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| T hat's Why Manufacturers and Dealers Prefer . 


_ THE WEEKLY STAR in’ Kansas and Missouri 


EXAMPLE: 


Implement Dealers 
Prefer Weekly Star 


Recent Implement and Tractor Survey 
reveals that The Weekly Star is first 
choice of 30% more Kansas and Mis- 
souri farm equipment dealers. 

Two thousand dealers were asked this 
question: "To be most helpful to you, 
in which one of the following farm pa- 
pers would you prefer to see the fac- 
tory advertising of the lines you sell?" 


. ears: 
Second Kansas Farm Paper .. 
Second Missouri Farm Paper...... 114 


EE LTlLl—=ee Cl 
MY 


FEED DEALERS PREFER THE WEEKLY STAR and 
FEED ADVERTISERS BACK THEIR DEALERS 


Here is the Record —The 1949 FEED ADVERTISING lineage in 
The Weekly Star and in the 2nd Missouri and 2nd Kansas farm papers. 


WEEKLY STAR 


KANSAS ISSOUR 


% "Heart of what is clearly the most 
prosperous of all areas in the country" 


oe 
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Weekly Star 


AK 


68,200 lines 


\\ 


2nd Kansas Farm Paper 
6,460 lines 


\ 


2nd Missouri 
Farm Paper 


\ 


Farm Paper 
Wj 


X 


2nd Missouri Farm Paper 
15,090 lines 


7 


Feeds—like food, implements, motor cars, trucks and home appliances— 
are sold through dealers. Advertising, selling and merchandising tech- 
niques are identical. 


Rural dealers respond more readily—and profitably to brand name ad- 
vertising in THE WEEKLY STAR. 


They prefer THE WEEKLY STAR for a simple and practical reason 
—IT MOVES MORE GOODS! 


SS 
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OVER 450,000 PAID-IN-ADVANCE CIRCULATION 
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Maxon Names Andrews 


S. James Andrews, formerly a 
producer-director for Paramount 
Pictures in Hollywood, has joined 
Maxon Inc., New York, as assist- 
ant to the president. In his new 
assignment, he will pay particular 
attention to radio and television. 
Before his stint with Paramount, 
Mr. Andrews was radio-TV vice- 
president of Lennen & Mitchell. 


Production Managers Elect 


Ray Ocher, of the San Fran- 
cisco office of Buchanan & Co., 
has been elected president of the 
Production Managers’ Club of 
Northern California. N. B. Cole, 
Batten, Barton, Durstine & Osborn, 
has been named vice-president, 
and Grattan English, L. C. Cole 
Co., secretary-treasurer. 


Department Stores 
in Two Cities Plan 
Joint Video Program 


PHILADELPHIA—The Wanamaker 
department store here and the 
Woodward & Lothrop store in 
Washington will begin joint spon- 
sorship of a feminine participation 
telecast on March 1. 

The show, signed for a six-week 
test, will originate in the WCAU- 
TV studios here and will be fed 
to the CBS-TV Washington station. 
Costs for the half-hour program 
(12:30-1 p.m.) will be shared by 
the two department stores and a 
group of manufacturers, including 
General Electric Co., Morgan-Jones 


IRVING WOOLF & CO. 


SELL MORE WITH Photo Gelatin PRINTING 
ONE TO FULL COLOR e ECONOMICAL, BEAUTIFUL 


CHICAGO: 35 S$. DEARBORN ST 
LOS ANGELES: 6769 LEXINGTON AVE 


Inc. and Doubleday & Co. (for the 
Literary Guild). 

Plans were formulated by Lamb 
& Keen, Philadelphia agency which 
will handle the show. Wilbur 
Star-Jerry Layton Inc., New York, 
is the producer. 

When the program was first 
discussed several months ago, plans 
called for a ten-city chain, sup- 
ported by ten department stores 
and 120 manufacturers. 

The show is built around Robin 
Chandler of NBC-TV’s “Leave It 
to the Girls.” 


Richards Adds 1; Drops 1 
Fletcher D. Richards Inc., Chi- 
cago, has been appointed to han- 
dle the advertising of Tabin-Picker 
& Co., Chicago, manufacturer of 
Georgiana and Tudy Hall dresses. 
The agency also announced its 
resignation as agency for Berghoff 
Brewing Corp., Fort Wayne, Ind. 


Mactadden Report Shows 

Rise in ‘Loose Money’ 
Macfadden Publications in its 

“Marketing Memos-No. 50-1” re- 

ports an increase in “loose money,” 


or discretionary spending power. 
For the third quarter of 1949, the 
report states that discretionary 
spending power, based on the 1939 
figures, has risen to an index of 
274 for wage earner families and to 
a for all non-agricultural fam- 
es. 


Domestic Sewing Machine 
to Spend $750,000 in ‘50 
Domestic Sewing Machine Co., 
Cleveland, will spend $750,000 for 
advertising during 1950. At least 
40 television stations will carry a 
series of 13 films, each a 30-min- 
ute show. In places without tele- 
vision facilities, Domestic dealers 
and distributors will use the films 
for showings on movie screens to 
clubs and community groups. Do- 
mestic will spend $350,000 of its 
budget for a newspaper campaign. 
Fuller & Smith & Ross, Cleveland, 
is the agency. 


To General Aniline & Film 

Matthew M. Gouger, formerly 
vice-president of personnel and 
public relations for Glenn L. 
Martin Co., has been named direc- 
tor of personnel relations of Gen- 
eral Aniline & Film Corp. 


PRACTICAL 
BUILDER 


to Millions of Consumers 


Building 


} | supPLy NEWS @ 


Smart merchandisers move their products to mil- 
lions of consumers via the BSN-PB highway to 
maximum SALES in the multi-billion dollar build- 
ing market. It’s the smoothest and fastest way to 
get your product sold—not only in the big metro- 
politan areas but in all the smaller cities, towns and 
rural communities where you want it sold. 


You may persuade the consumer to ask for your 

roduct. But if his local dealer carries something 
‘just as good or better’’—and if the contractor or 
builder isn’t sold—it’s thumbs down! So your basic, 
constant selling job is your trade promotion to these 
key local building factors who can make or break 
the ultimate sale for you. 


No matter how much you spend, you can’t hope 
to make the consumer a technical expert on your 
product any more than he can ever be an expert on 

lumbing, insulation, roofing and hundreds of other 
building items. The consumer must, and does, rely 
on the judgment and recommendations of the 
dealer and the builder, the building experts who put 
the final stamp of approval—yes, even the ultimate 


INDUSTRIAL PUBLICATIONS, INC., 5 


For over 32 yeors exclusive publishers to the Building Industry, also 
Building Material Merchant & Wholesaler, Brick & Clay Record, 


price—on your product. If they’re not on your side, 
it’s NO SALE. When they are on your side, you’re 
on the highroad to sales success. 


To sell them—and keep them sold—talk the lan- 
guage of the dealer (and his wholesaler) in BUILDING 
SuppLy News, of the contractor and builder in 
PRACTICAL BUILDER. You need both publications, 
because each is individually tailored to serve the 
specific job interests and problems of its own class 
of readers. No horizontal, all-purpose publica- 


tions, these! 


That’s why more dealer and wholesaler estab- 
lishments subscribe for BSN—why more contractors 
and builders read PB. It explains, too, why you get 
greatest buying power for your advertising dollar 
when you bridge the sales gap between your factory 
and millions of consumers everywhere with vital 
trade promotion in BUILDING SUPPLY NEws and 
PRACTICAL BUILDER—the two publications that 
SELL MORE for smart advertisers because each 
sticks consistently to its own last! 


South Wabash Ave., Chicago 3, Ill. 


ublishers of BSN Dealers’ Directory Issue, 
eramic Industry and Ceramic Data Book 


PRACTICAL BUILDER 


MORE CONTRACTOR-BUILDER CIRCULATION THAN ANY OTHER PUBLICATION 


To sell contractors and builders 
who do residential, commer- 


cial, industrial, rural and re- 


modeling work. 


BUILDING SUPPLY NEWS 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER PUBLICATION 


To sell the top dealers and 
wholesalers who supply all 


branches of the multi-billion 


dollar construction market. 


Advertising Age, February 13, 195¢ 


Southern Pacific 
Issues Comic Book 
Chiding Airline Ads 

San FRANCIScCO—“Why don’t 
trains fly?” is the title of a humor. 
ous little cartoon-style booklet 
recently published by the South- 
ern Pacific Co. to counter airline 
advertising which compares air 
and rail fares. 

According to F. Q. Tredway, 
general advertising manager of the 
Southern Pacific, railroad admen 
are a bit plaintive about the com- 
parative-type advertising which 
airlines are using to promote their 
aircoach services. They feel that 
placing one-way first-class rail 
fares next to aircoach fares is ex- 
aggeration. 

In order to counter some of the 
airline ad claims, Southern Pacific, 
through Foote, Cone & Belding, 
decided to print 50,000 of the “Why 
don’t trains fly?” booklets for dis- 
tr.bution to ad clubs, airlines, rail- 
road clientele and other railroads, 


s Typical excerpts, most of which 
are accompanied by cartoons: 

“Hollister Brasstack is nothing 
but a railroad man. He carries the 
American public in safety and 
comfort. That’s all he ever claims 
to do in his sales messages.” 

“Wingspread’ ‘Buzz’ McYonder, 
former hot pilot, is a dashing 
young official of Astronomical Air- 
ways. Can Buzz fly?, Indeed he 
can. He flies both with and without 
an airplane, especially when he 
takes off on a hot sales message.” 
The booklet takes up various 
airline ad claims, and adds a few 
comments. Typical is the page 
which reads: “Airplanes are 
faster! Astronomical Airways gets 
there so much sooner than trains 
can, it gives air passengers lots 
of time to find their way in from 
the airport. They need lots of time. 
As a passenger says, ‘Flying is a 
lovely way to get around in a 
hurry if you’ve got plenty of time 
—and also the bus fare.’” 


Newspaper Ad Book Issued © 


The Macmillan Co., New York, 
has published a competent, up- 
to-date new textbook on ‘“News- 
paper Advertising & Promotion,” 
written by Leslie W. McClure, as- 
sociate professor of advertising at 
the University of Illinois. Chapters 
cover preparation of display ads, 
rates, promotion, selling space, re- 
tail and national classifications and 
advertising in small newspapers. 
The price is $4.50. 


BAB Issues TV Editions 


The Broadcast Advertising Bu- 
reau is now publishing its monthly 
Retail Information Folders in tele- 
vision editions. The first TV issue 
deals with furniture, and will be 
followed by one on banks and then 
one on the automobile industry. 
The folders will provide salesmen 
with a background of information 
around which to build their own 
presentations. 


5,108,841 New Autos in ‘49 


_The Automobile Manufacturers’ 
Association has reported the fol- 
lowing official figures on 1949 auto 
industry production: 5,108,841 pas- 
senger cars made; 1,123,736 trucks 
built, and 5,511 motor coaches, for 
a total of 6,238,088. The total was 
18% over 1948 and 16% over 1929. 
277,745 vehicles of the total were 
exported. 


Vincent Opens Own Office 


Zola Vincent, formerly food edi- 
tor of Parents’ Institute magazines, 
has opened her own publicity of- 
fice at 420 Market St., San Fran- 
cisco. She will specialize in food 
and grocery accounts. 


Named to Promotion Post 


H. Terry Herriott, formerly with 
McGraw-Hill Publishing Co., has 
joined J. Fred Henry Publications, 
New York, as director of promotion 
and research for the Screenland 


Unit and Skyways magazines. 
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is a vocabulary 


The Vocabulary of Advertising Art, Number 19: Typographic Texture 


profitable in advertising art prof 
itable in advertising art profitab 
in advertising art profitable in a 
profitable in advertising art prof 
itable in advertising art profitab 
in advertising art profitable in a 
profitable in advertising art prof 
itable in advertising art profitab 
in advertising art profitable in a 
profitable in advertising art prof 
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TEXTURES IN BEN 


PICK UP YOUR PROFIT 
PICK UP YOUR PROFIT 
pick UP YOUR PROFIT 


on DAY HALFTONE LI This page by William Fleming, 

sh NE SCREEN ON CO known for his typographic designs for 
PPER AND ZINC TE Abbott Laboratories, STA, and others : 
XTURES IN BEN D illustrates the eye-catching possibilities 7 
rs’ AY HALFTONE LIN of type, rules, letters, and ornaments ; 
“a FE SCREEN ON COP used as texture in design. 

S- PER AND ZINC TE Leading designers and art directors 
ks XTURES IN _ BEN D prefer to send both their routine 
and their experimental work 

for fine engraving to 


© aitine Miter & Flutchings, Inc. 


america’s finest photoengraving plant 
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Who Laughs Last? 


(The following is the text of a full-page ad in Boston newspapers 
last week, published by The Employers’ Group Insurance Companies. 
It is reprinted here as an editorial because it expresses a viewpoint 
which is worth serious consideration by all.) 

We've had a lot of “fun” lately... 

Why, the whole town’s laughing...and the “wags” keep fanning 
the mirth. The funniest thing has happened. There’s been a million 
dollar robbery ... more than a million they say. 

What’s so funny about it? 

How can there be amusement, living in an age of violence? Where 
can there be any laughter when a man lies bound and gagged on a 
floor ... sweating out precious prayers for his wife, for his kids, for 
his life?... 

No, there isn’t anything funny about crime. There is no mask of 
comedy that can cover the vicious face of a rat. There is nothing for 
people with dignity, pride, and an honest sense of justice in their 
hearts but to get mad—fighting mad—at even the mention of crime. 

Yes, you might say we have a selfish interest in the matter be- 
cause we are in the insurance business. It is not so. Fortunately for us, 
the recent million and a half dollar loss was insured by one of our 
friendly competitors. To us, it meant nothing financially. But we’ve 
been through it before. We know the savage scars that crime inflicts. 
We know what it means to have businesses, jobs, lives, everything 
drop at the point of a gun. We cover such crimes for premiums— 
premiums based on experience—and the worse the experience, the 
more people have to pay for such insurance. 

There’s the point. It is the people—it is you—who pay for crime... 
not only through insurance but in many other ways. And you pay 
plenty. In fact, the annual cost for crime runs well into billions of dol- 
lars. Is this yearly drain on the public’s purse any laughing matter? 

As long as we take it lightly, crime will think lightly of us. As long 
as we joke about criminals, they’ll surely make fools out of us. 

Let’s get serious about it. Let’s tighten up our fists. Let’s drive 
out of our troubled existence the last cancerous trace of crime. Then 
we can afford to laugh. 


‘Slow Motion on the Excise Taxes 


The President’s recommendation for reduction of excise taxes 
heartened those who know that these taxes have slowed down the 
sales of a number of important lines of commodities. 

But what has happened since the President made his reeommenda- 
tions has made a number of advocates of excise tax repeal almost 
wish they hadn’t brought up the subject at all. 

In the face of the “imminent” elimination of these taxes, buying 
in half a dozen lines seems to have slowed to a very slow crawl. 

Now there are increasing indications that the “imminence” of ex- 
cise tax reduction is going to hover over the market for weeks or 
months, and may, indeed, never happen at all. And if there is one 
thing worse than having a stiff excise tax applicable to the product 
you sell, it is to have the public told, day after day for an indefinite 
period, that the taxes are going to be removed any day now. 

Whether anything can be done to change the legislative processes 
to eliminate situations of this kind is doubtful, but one useful step 
would be more careful handling of “news in the making” on the part 
of the press. Too often, the handling of news of this kind, although 
technically correct, creates an erroneous impression of accomplished 
fact in the minds of casual readers. 
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—Electrical Merchandising 


“In this day and aye you bende to keep up with modern trends to meet competition.” 


What They're Saying 


First Aid for Speakers 

As perhaps you know, that thing 
between you and the speaker at a 
Sales Executive Club of New York 
luncheon meeting is called a 
lectern. 

What you don’t know, perhaps, 
is that SEC’s lectern is something 
extra special, of which, in all the 
world, there are only two counter- 
parts. 

Originally built by engineers at 
the International Business Ma- 
chines Corp. for the personal, 
speech-making use of IBM’s head 
man, SEC member Thomas J. Wat- 
son, the lectern was presented to 
the club in September, 1926, when 
IBM made another for its boss. 
And the third model, built at the 
same time, was presented, for use 
on special state occasions, to the 
President of the United States. 

Each of the lecterns conceals a 
silent motor that, at the touch of 
a button, raises or lowers the read- 
ing desk to accommodate the 
speaker’s height. Built in, also, are 
a microphone hookup and a timing 
device that warns the speaker 
when 2 p. m. is drawing nigh.. 

Frequently visitors ask where 
they can buy lecterns like SEC’s. 
When they’re told that the three 
models extant were custom-made 
at a cost of about $5,000 each, the 


visitors seem to lose interest. 
—The New York Sales Executive 
Weekly. 


Effective Words 

Does it not occur to you that 
some of the newer words now in 
use are insipid or awkward or at 
least unnecessary? What do you 


think of worsening instead of get- 


ting or becoming worse? And why 
citizenry instead of citizens? I no- 
tice a tendency to say selfless in- 
stead of unselfish. Selfless has the 
advantage of being shorter but it 
surely makes a weaker impact in 
speech or writing. 

New inventions and changed 
conditions demand new words but 
I don’t see any use in messing up 
the magnificent English language 
with unnecessary words. And the 
English language is indeed mag- 
nificent. It has far more words 
than any other language and more 
synonyms and it provides an easier 
way to clarity, force and color than 
any other. The English language 
is the finest tool for the communi- 


cation of thought that has ever 
been devised by mankind. 

Some fairly modern words that 
have come into the language by the 
way of slang have added force to 
expression and we could hardly 
do without them. When Col. Theo- 
dore Roosevelt wanted to describe 
a man who was visionary, imprac- 
tical and at the same time had no 
backbone to do anything really 
useful, he called him a saphead. 
The word is still good. 

We all know sapheads. Unhap- 
pily some of them get out in front 
and try to run this and that and 
the other thing, of which they 
know nothing. Hopping up into 
big words just for fun, I might say 
they have a colossal capacity for 
abysmal ignorance, and by super- 
human devotion have achieved 
permanent immaturity. But sap- 
head is better. 

I also like crackpot better than 
demagogue. A crackpot is such a 
convenient utility word. You can 
use it on anybody who is out in 
front with an idea you don’t like. 
And of course there is no substi- 
tute for nut, of which there is an 
unfailing crop. 

—From “More of the Way of the 
World,” by Grove Patterson, editor- 
in-chief, Toledo Blade, via Herbert 
Stalker, Flint, Mich., adman, who 
thinks the language is so good he has 
induced the Toledo Blade to send a 


copy of the booklet free to any oom 
who wants orle. 


Prayer Requested 

“Tell ’em to pray for us!” 

This heartfelt utterance has been 
voiced to Advertiser’s Weekly by 
Dr. Henry Durant, director, Brit- 
ish Institute of Public Opinion 
(Gallup Poll), one of the research 
organizations that, between now 
and the general election, will “in- 
dicate trends.” 

The institute has no intention 
of repeating the failure of the 
American Gallup Poll at the last 
U.S. election, when it prophesied 
a runaway victory for Dewey. 

At the last British election, “we 
weren’t too bad,” said Dr. Durant. 
Maximum error in the institute’s 
estimate for any party was only 
1.8%. But, he emphasized, the pub- 
lic is not much interested in the 
closeness of the estimate; only in 
its value as an indication of the 
final result. 


—Advertiser’s 
Jan. 19. 


Weekly, London, 


Advertising Age, February 13, 19 


Rough Proofs 


Gladys the beautiful receptioni 
Says so many of the G.I. colleg 
students are married, she wonde 
if they will be satisfied to grad 
ate with bachelors’ degrees. 


A learned discussion of busine: 
life insurance by two University 
of Illinois profs includes the sug. 
gestion that small estates be lig. 
uidated and put into “blue sky’ 
securities. 

The SEC will hesitate to give 
this idea its approval. 


“Swift and ‘Breakfast Club’ start 
tenth year,” headlines the world’ 
greatest advertising journal. 

After all, breakfast and Swift’ 
Premium bacon seem to have 
natural affinity for each other. 


* 


“Perhaps,” suggests Harold J, 
McCormick, “salesmanship will 
gradually disappear from our dis- 
tribution system.” 

Some department store cus- 
tomers think it already has. 


“Advertising, like fish,’ remarks 
Young & Rubicam, “is better when 
it’s fresh.” 

You mean you don’t like the 
canned variety? 


Quick used a paragraph from 
Rough Proofs as the basis of a 
news item, but editors are hereby 
warned that this column should 
be regarded as anything but a re- 
pository of fact. 


Middletowns Inc. has been or- 
ganized to provide three research 
organizations with a common test- 
ing ground. 

There may even be another 
book in it. 


“She’s lovely! She’s engaged! 
She reads the Post!” is the way the 
copy goes in Houston, but a lot of 
people would be willing to pay 
something to find out if she also 
uses Pond’s. 


Uncle Mistletoe, who has been 
doing a daily TV stint for Marshall 
Field & Co., bowed out Feb. 10, and 
even those who weren’t too ex- 
cited about him will miss Aunt 
Judy. 


Frank White, MBS president, is 
well started on the road to becom- 
ing a Kentucky colonel, having 
just been honored with a certifi- 
cate as an honorary member of 
the military staff of the governor 
of Oklahoma. 


“Cash in on your hidden talents,” 
headlined the best pulling 1949 
ICS ad, Paul Barrett reports. 

Who would deny being the pos- 
sessor of hidden talents? 


“Children boost family food bill 
40%,” reports Parents’ Magazine. 
And they can also be relied on to 
boost the bills for cleaning, dec- 

orating and furniture repairing. 
Copy CuB, 
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b’ start 3 rs oot ern couse 
PORTY-NINER 
. ye ts ornate 
Switt' pag ee This 28 x 44 banner is 
| printed in 2 colors on 
KANVET, a fiber de- 
veloped by CSP for in- 
door or outdoor use. 
Kanvet looks like canvas, 
is rich in appearance but 
economical. Stands wind, 
rain, sun. Prints or litho- 


graphs beautifully. 
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This big, colorful floor display gives the Electromaster Range 
a top spot in any show room. The design and construction is 
simple but hard-hitting. Displays like this are created, de- 
hereby signed, produced and distributed all by CSP. 


“THERE'S NOTHING SO POPULAR 


AS GOODNESS” 
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This is the famous Mystik 
Can-Holder. The “‘self-stik” 
Mystik Plak adheres to 
walls, doors, counters. An 
ingenious clamp holds can. 
An economical dimensional 
display that will put any 
canned product where it 
won't be missed! 


dent, is 
becom- 
having 
certifi- 
ber of 
yvernor 


This dimensional display is beautifully lithographed in full 
color and set-off by a pop-out picture frame in simulated 
wood. CSP creative and production departments handle dis- 
plays of every kind—on cardboard, cloth, paper, weather- 
proof Stanzall and “self-stik” Mystik. 
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igazine. Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create 


don to them, produce them, distribute them. Call in your local representative of Chicago Show Printing Com- 
a ws - pany or wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book 


py CUB, a now. Chicago Show Printing Co., 2640 N. Kildare, Chicago 39. 
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U. S. Faces Painful 
Economic Hangover, 
Dairy Group Warned 


Cuicaco—The U. S. will have a 
“painful hangover” after a pros- 
perous 1950, “unless we rapidly 
mend our ways,” said Dr. Dexter 
Keezer, director of business eco- 
nomics, McGraw-Hill Publishing 
Co. 

Speaking at the 35th annual 
meeting of the National Dairy 
Council here, Dr. Keezer warned 
that industrial productivity in the 
U. S. is little higher today than it 
was in 1941. For almost a decade, 
he said, the nation has made no 
gain in productivity. 

A large part of the nation’s in- 
dustrial plant is obsolete, he con- 
tinued, and even if the rate of in- 
vestment planned for 1950 con- 
tinues, it will take about 40 years 
to get the present manufacturing 
facilities in first-class condition. 


s He predicted considerable de- 
clines in the second half of this 
year in automobile, steel and tex- 
tile production, plus a drop in 
home building and substantially 
lower income for farmers and ex- 
porters. As a result, said Dr. 


If you have 


ideas... Read 


COSMOPOLITAN 


If you're selling people 


with NG] ideas... 
BUY cambecnn 


America’s Most Exciting Magazine: 


Keezer, the economic outlook late 
this year will be much less attrac- 
tive than at present. 

Dr. Alfred P. Haake, consultant 
to General Motors Corp., also 
warned that “anything that dis- 
courages production and exchange 
of produced goods and services 
among those who produce them 
finally hurts sales. 

“In the last analysis,” he said, 
“we all live by taking in each 
other’s washing..The complex sys- 
tem of arrangements and relation- 
ships which we call an economic 
system or structure is finally no 
more than a highly complicated 
and effective way of exchanging 
the goods and services of the peo- 
ple who live under that system.” 


Nelson Transfers Rourke 


Jack Rourke, of George R. Nel- 
son Inc., Schenectady, N. Y., has 
been transferred to New York, to 
supervise the production of “Mo- 
hawk Showroom,” sponsored by 
Mohawk Carpet Mills, png? 
N. Y., three times a week on NBC- 
TV network. Mr. Rourke will as- 
sist George Nelson, agency head, 
who spends most of his time in 
New York. 


Walsh to ‘Herald-American’ 


Donald J. Walsh, formerly Illi- 
nois state director of public safe- 
ty, has been appointed circulation 
director of the Chicago Herald- 
American. He succeeds Clarence R. 
Deuel, who has resigned. From 
1934 to 1942, Mr. Walsh was circu- 
lation director of the Chicago Daily 
News and from 1942 to 1947 held 
oe same position with the Chicago 

un. 


Hoffman to Address NIAA 


Paul G. Hoffman, administrator 
of the Economic Cooperation Ad- 
ministration, and former presi- 
dent of the Studebaker Corp., will 
be the key speaker at the annual 
June convention of the National 


Industrial Advertisers Association | 


in June at Los Angeles. 


Trumbull Ups MacLafferty 


Taylor D. MacLafferty, manager 
of marketing, has been named 
vice-president in charge of mar- 
keting of Trumbull Electric Mfg. 
Co., Plainville, Conn., a General 
Electric affiliate. 
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000—who read THE 
number, 14.2% purch 
... while 30.7% buy 


Elks can afford to buy 
where they please, for 


The glks market | 


for AUTOMOTIVE 
EQUIPMENT 


Of the nearly one million Elks —more than 993,- 


ELKS MAGAZINE, 83.3% 


own one to three pleasure cars, and of this huge 


ase a new car every year 
one every two years. 


what they want and drive 
their median annual com- 


bined family income is $5,472.33 — twice the 
national average. This is why Elks provide such 
a fertile market, not only for the sale of cars, but 
for all automotive products. 


YOU'LL SELL IT, IF YOU TELL IT IN 


MAGAZINE 


NEW YORK «+ CHICAGO « DETROIT - LOS ANGELES 


Charles C. Carr, the retired public relations director of Aluminum 
Co. of America, now a resident of St. Petersburg, Fla., is keeping up 
his old interest by doing some work as a consultant and writing a book 
on public relations. .. Maybe an inapropos followup is “How to Retire 
to California,” the title of a new Harper book written by Aubrey Drury, 
partner in Drury Co., San Francisco agency. The book presents “tours” 
through the state and information about real estate, when and how to 
move, home building and buying, recreational facilities, etc. . . 

Directors reelected by the Chicago Cubs baseball team include 
Arthur Meyerhoff, agency head, and Otis Shephard, Wrigley art director, 
as well as P. K. Wrigley,.who is president of the club. . . 

From Florida, George R. Stege Jr., ex-director of sales for Pe ent, 
bulletins that he likes the fishing down there so well he doesn’t know 
when he’ll announce his future plans. . . Col. Richard Henderson, pro- 
motion director of the 
Hartford Times, is back at 
work following a Caribbean 
trip. He was a passenger on 
the inaugural Palmland 
Suncruise of Resort Airlines 
to Nassau, Grand Bahama 
Island, and Havana... 

A new evening course in 
photographic layout and 
design started Feb. 8 at the 
Workshop School of Adver- 
tising and Editorial Art, 
New York, taught by Arthur 
Weiser, art director of Grey 
Advertising Agency. 

_ The Dewsons, Nawtons, 
Dawsons and Newsons had 
a time of it at a St. Peters- 
burg Adclub meeting at 
which Dorsey Newson, pro- 
gram chairman, had invited 
Dawson Newton, ad man- 
ager of the Florida Citrus 
Commission, to speak. Hal 
Dawson of Dell Publishing 
Co., New York, happened 
to be there, and just to make 
everything more confusing, 
Dawson Newton—no, it was 
Dorsey Newson — claimed 


Bissell left Electric 
Auto-Lite, Toledo, for his new job as head of 
advertising and merchandising at Minneapolis- 

rr Honeywell, Minneapolis, fellow adclubbers in 
- pe grdnetatan iF crema Toledo presented this red flannel suit to help 
Sunes ad him through the northern winter. 


WARMER—Before Herbert 


It will be easy to under- 
stand if the ski enthusiasts on the staff of Walter McCreery Inc., Beverly 
Hills, forego that sport for awhile, in the light of happenings on a recent 
weekend. Virginia White of the office staff suffered a badly twisted knee 
at Yosemite when the person ahead of her on a ski lift lost his grip and 
fell back on her. Not so permanent but considerably more harrowing was 
the experience of Production Manager Ed Burns, who with three other 
skiers, got caught in a blizzard on the lonely Big Bear Mountain ski trail. 
Fortunately they stumbled on an unoccupied cabin where they huddled 
together for warmth until found by a sheriff’s rescue posse at 1:30 the 
next morning. . 

James R. Adams, president of MacManus, John & Adams, Detroit, is 
planning to get a new Cadillac newspaper campaign written after he 
gets to Florida in mid-month, but still expects to get in some sunning 
and vacationing. . . 

David Crandell, producer-director for KGO-TV, has been elected 
first San Francisco chapter president of the Academy of Television 
Arts & Sciences. Other officers are Philip Lasky, general manager, 
KPIX, vice-president; Pat Crafton, KRON-TV, treasurer; Jean Le Fevre, 
KGO-TV, secretary. This is the first branch of the academy, whose 
founding group is in Los Angeles. . . 

Byron W. Mayo of the Los Angeles office of Foote, Cone & Belding 
and Mary Webb, a member of the Portland, Ore., Model Guild, are 
planning a wedding within the next month. . . 

Oregon promotion of Brotherhood Week is being handled by Adolph 
Bloch, head of the Portland agency bearing his name, who has taken 
a committee chairmanship for the job. . . 

Chicago agency man Marvin Harms, v.p. and general manager of H. W. 
Kastor & Sons, has been elected 1950 president of the Community Chest 
in suburban Wilmette. .. And Alexander H. Gunn, J. Walter Thompson 
v.p., has been named Chicago advertising chairman for Brotherhood 
Week. . . Needham, Louis & Brorby’s account executive, Philip White, is 
chairman of a ten-man publicity committee for the April fund raising 
campaign of the Illinois division, American Cancer Society. .*. 

Addison Lewis, head of Addison Lewis & Associates, Minneapolis 
agency, is a ringleader and president of a new civic theater group which 
has organized Minneapolis Playgoers Inc., a non-profit civic theater. . 
Harry D. Thorn, account executive in the Minneapolis office of BBDO, 
has been named Minnesota director of the nationwide campaign to raise 
$6,500,000 for an atomic energy research center at the University of 
Michigan. Harry is a ’21 alumnus of Michigan, and his daughter, Dorothy 
Mae, is now attending his alma mater. . . 

Charles Daniel Frey has done a lot of traveling since he retired from 
the Chicago agency field, but there’s something different about his next 
trip. He and Mrs. Clifford Caldwell will be married Feb. 18 and sail 
Feb. 23 on the Queen Elizabeth for a European honeymoon. . . 

The South Bend Junior Chamber of Commerce picked John A. Scott, 
personnel director of the South Bend Tribune, as the city’s outstanding 
Young Man of the Year. . . R. Main Morris, assistant manager of KLZ, 
Denver, has been named a director of the newly formed Wolhurst 
Skeet Club. .. 

Mrs. Constance E. Cornell received a gold watch when she celebrated 
her 50th anniversary at Bakers’ Helper, Chicago. She began working 
in 1899 for Henry R. Clissold, founder of the company and grandfather 
of Paul Clissold, president of Bakers’ Helper and v.p. of Associated 
Business Publications. . . 
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Gymer’s Slogans Get 
$77 in Business for 
Every Dollar Spent 


CLEVELAND—Frederick E. Gy. 
mer, local free-lance advertising 
consultant, takes a dim view of 
“cold” calls on prospects. 

And for the past four years, he 
has been using peculiar slogans 
on monthly mailing pieces to 4 
the “warming up.” The mailing 
says Mr. Gymer, bring in $77 fo 
every dollar spent. 

The gimmick is a mythical “Let 
Have Better Mottoes Association.” 
The slogans are attributed to his 
250 prospects and clients, who are 
nominated to ride the “associa- 
tion’s” fictitious parade horse ji 
a mythical monthly parade do 
Cleveland’s Euclid Ave. 

The slogans are take-offs on 
such inspirational office mottoes ag 
“think,” “do it now” and “keep 
smiling.” 


ws Gymer offers substitutes, such 
as “don’t go away mad...just go 
away,” and “it’s the people who 
just call to say ‘hello’ who hang 
around until I go nuts.” His latest 
copyrighted squib is the admoni- 
tion: “If you can’t convince ’em, 
confuse ’em.” 

He adopted the whimsical ap- 
proach because it is “unusual, ef- 
fective and economical... puts me 
on friendly terms with prospecis, 
and brings more prospects. We ad- 
vertising men tell our clients that 
continuity of effort pays, but 
rarely do we take a dose of our 
own medicine,” Mr. Gymer de- 
clares. 

To check the effectiveness of 
the idea, once each year he asks 
those on the mailing list if they 
wish to remain. On the latest 
tally, 90% of those queried said 
“yes,” 


Mermey Says Fair Traded 
Items Usually Cost Less 


Maurice Mermey, director of the 
Bureau of Education on Fair Trade, 
told the Connecticut Pharmaceuti- 
cal Association last week that a 
price survey of 18 of the country’s 
best-known nationally advertised 
brands of drug products reveals 
that the American consumer pays 
slightly less for 12 of these pro- 
ducts in states with fair trade laws 
than in states without such laws, 
and slightly more for only six of 
the products. 

A companion survey, Mr. Mer- 
mey said, disclosed that drug stores 
in the 45 fair trade states in the 
aggregate had a lower operating 
cost than those in the non-fair 
trade areas, which include Mis- 
souri, Texas, Vermont and the Dis- 
trict of Columbia. 


Sebel Maps ‘50 Ad Plans 


Sebel Products Inc., New York, 
manufacturer of Mobo action toys, 
has doubled its over-all promotion 
budget for 1950. Major emphasis 
will be placed on direct mail and 
trade publication advertising. In 
addition, motion displays, adver- 
tising mats, window posters, line 
envelope stuffers and_ speciall 
constructed demonstration tray 
will be used. A cooperative news- 
paper campaign and localized tie; 
in promotions are also planned) 
plus the use of television. Lester, 
Loeb, New York, is the agency. 


Reports on Shoe Promotions 


The Feb. 1 issue of Boot & Shoe 
Recorder, a Chilton publication, 
New York, carried details of ad- 
vertising plans for spring on more 
than 100 shoe manufacturers. The 
issue stated editorially that pro- 
duction and consumption of shoes 
in 1950 “can reasonably be ex- 
pected to approximate the volume 
gained in 1949,” estimated at 457, 
000,000 pairs, or 1% less than 1948. 


Appoints Landau Agency 


A. B. Landau Inc., New Yo 
has been appointed by Helen 7 
Brook Chocolates, Brooklyn, + 
handle a consumer and trade cam 
paign. Radig, newspapers and spe 
cial promotions will be used. 
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Anybody here you know? 3 *™. .. 


There’s a president, here. 


There’s an inventor, a painter, an actor, an admiral and a poet.* Oh, 
yes...and a fellow whose face you can’t see. 


Except for the latter, every one of these people has had such a pro- 
found effect upon the history of the country that his bust is in the Hall 
of Fame. 


But though you study them for hours, you may recognize only the 
chap whose face is hidden. 


Yet Maggie's famous husband, Jiggs, achieved fame in the comics! 


Is there any more graphic way of demonstrating the tremendous edi- 
torial impact of PUCK, the only national comic weekly? Doesn’t it show 
How PUCK’s all-star cast of characters has woven itself into America’s 
life... Jiggs, who “sold” corned beef and cabbage; Popeye, who made 
spinach a top favorite; Dagwood, who helped the U.S. Atomic Energy 
Commission explain nuclear energy? 

Do you wonder that such hard-headed firms as Colgate-Palmolive-Peet, 
the Ford Motor Company, General Foods Corporation, and many others 
spend millions of advertising dollars in PUCK, The Comic Weekly? 

Educators speak of comics as “a social force” that constantly helps 
shape our manners, morals, and thinking. But shrewd business men speak 
of the comics as a tremendous “sales force”’! 


PUCK, The Comic Weekly, distributed with 15 great Sunday news- 


papers from coast to coast, (with its two advertising affiliates) reaches 
more than 18,000,000 adults (and their youngsters) in 7400 communities 
where 83% of all retail sales are made. 


Year after year readership reports show PUCK delivering 3 to 5 times 
more thorough readers of advertising per dollar than top weekly maga- 
zines. If you want to know why advertising in PUCK is so effective in sell- 
ing goods, ask us about “Getting More Out of the Dollar!” 


*The busts (left to right, top to bottom) of President John Adams, Inventor Robert Fulton, 
Painter Gilbert Stuart, Actor Edwin Booth, Admiral David Glasgow Farragut, Poet Edgar 
Allan Poe, are all in the New York University Hall of Fame, now celebrating its Fiftieth 
Anniversary. 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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‘Films in Review’ Starts 


The National Board of Review 
of Motion Pictures, New York, has 
begun publication of a pea 
monthly called Films Review 
aimed at acquainting the public 
with problems and accomplish- 
ments of film output here and 
abroad, both in entertainment and 
education. The first issue went on 
sale in selected bookstores in New 
York, Boston and Los Angeles. It 
does not carry advertising, but may 
do so as distribution is expanded. 


Garner Joins Evans Agency 


Hugh Garner, formerly with 
Station KUTA, has joined David 

. Evans Advertising Agency, 
Salt Lake City, as an account exec- 
utive to specialize in television. 


— 


- 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co, Inc 


Sport Goods Dealers 
Want More Product 
Data in Trade Ads 


Cuicaco—About 85% of the in- 
dependent sporting goods retailers 
want new product information in 
their trade advertising, according 
to a report on a survey of Sports 
Age subscribers. 

The study is based on 3,262 sub- 
scriber queries (every other paid 
subscriber) and a 23% response. 

Sports Age found that indepen- 
dent sporting goods dealers (chain 
and department store replies were 
not tabulated) have definite ideas 
as to what they want in trade ad- 
vertising. 

About 75% want sales pointers; 
69% want dealer aids; 60% want 
price information; 48% want prod- 
uct illustrations, and 34% want in- 
formation on performance. 


ws Among the various classifica- 
tions sold by dealers, fishing tackle 
is the most popular. About 92% of 


the retailers handle fishing equip- 
ment. More than 89% sell ammu- 
nition and more than 87% sell 
baseball equipment and firearms. 

About 6% of the retailers have 
been in business from one to two 
years; 45% from 2 to 11 years; 
12% from 11 to 21 years, and 36% 
for more than 21 years. 

More than 53% of the respon- 
dents are exclusive sporting goods 
dealers and about 465% have 
sporting goods departments. While 
11% said they had no plans for 
adding new lines, 71% do plan 
to’'expand (17% did not answer). 


Butler Brothers Ups Stovall 

John B. Stovall, in the general 
sales department, has been ap- 
pointed retail sales manager of 
Butler Brothers, Chicago. He will 
be responsible for all sales pro- 
motion activities of Butler Broth- 
ers’ Scott-Burr Stores Corp. 


To Koehl, Landis & Landan 
Koehl, Landis & Landan, New 

York, has been retained to handle 

the advertising of Haley Corp. and 


Haley-Lunn Tours of New York. 


Advertising Age, February 13, 1950 


e A LARGE manufacturer, with 
plants all over the country, is just 
recovering from the crippling ef- 
fects of a long strike. The outfit 
has been jousting with labor now 
for several years, usually emerg- 
ing from the ring looking as 
though it had just gone three fast 
rounds with a pile-driver. 

It has now been decided in the 
high councils that something re- 
sembling a communications pro- 
gram with employes and the pub- 
lic will be developed. 

This thirteenth hour decision has 
involved assigning a man to direct 
the effort with no training what- 
ever in the field of industrial re- 
lations or in journalism, who will 
presumably learn by doing. He is 
sincere and, in some activity to- 


Now You CAN SEE AND sTuDY 


mest Successful py 


" PRIVATELY...RIGHT | IN YOUR OWN 


FULFILL MANY REQUESTS which we have had from advertisers, 

and their agencies, to study the distinguished television commer- 
cials produced by Sarra, Inc. for leading television advertisers, we 
have prepared a special film featuring 10 of television’s most successful 
commercials. This film is available for you to have and study right in 


Employe Communications 


How to Win Friends Among Your Workers 


By Rosert NeEwcoms and Marc SAMMONS 


AMONG TELEVISION’S MOST SUCCESSFUL 
ADVERTISERS ARE THESE SARRA CLIENTS: 
Amion +« Amurol « Ballantine Ale & Beer « Blatz 
Brewing Company « Bulova « Eastman Kodak 
Company « Eversharp Schick *« Heed Deodorant 
Heide Candy + Krueger Brewing Company « Lucky 
Strike Cigarettes « Lustre Creme Shampoo « Miller 
High Life Beer + National Shawmut Bank « Pepsi- 
Cola Company + Sante Fe Railroad + Tasty Bread 


your own office for as long as you 
want it. Others will follow periodi- 
cally. All you have to do is fill out 
the coupon below and send it to our 
nearest studio. We will immediately 
make this film of 10 successful tele- 
vision commercials available to you. 


Please send me the free film featuring 10 of television's most successful commercials. 
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200 EAST 56th STREET, NEW YORK 22, N. Y. 
16 EAST ONTARIO STREET, CHICAGO 11, ILLINOIS 


445 S. LACIENEGA BOULEVARD, HOLLYWOOD 48, CAL. 


PHOTOGRAPHIC ILLUSTRATIONS « MOTION PICTURES 


| would like to study this film for ...... weeks. 


e SOUND SLIDE FILMS ¢ TELEVISION COMMERCIALS 


tally unrelated to the one he is Tk 
now in, probably capable. But the 

boss has told him that he must 

find his way unaided through the 
well-mined seas of communica- 

tion. 


s Now the journal that represents 
the union in this particular bull- 
fight is a forceful and persuasive 
affair. It has been accused from 
time to time of dealing a little 
loosely with the facts, but these 
innuendoes so far have not stayed 
the editor from the regular cov- 
erage of his appointed rounds. 
Where he went to journalism 
school, or whether he went to 
school at all doesn’t appear to dis- 
turb him, nor to affect the singu- 
lar clarity of his views. 

The new company editor ap- 
proaches his job with an expressed 
intention of moving up the cor- 
porate ladder as fast as it can be 
arranged. His opponent, on the 
other hand, seems thoroughly sat- 
isfied with his small rewards, and 
derives his satisfaction from bat- 
ting the ears off management 
every time he takes two fingers to 
a typewriter. 

The point of all this is that many 
managements have yet to develop 
a healthy and sincere respect for 
the competition. It has been held 
that labor has the easier chore, 
for it is always simpler to tear 
down than to build. This is ob- 
viously true. But one reason it is 
easy for the union press to uncork 
a punch as often as it does is be- 
cause management is forever low- 
ering its guard. A management 
journalist too often must make his 
company appear as though it had 
just taken a 99-year lease on the§ 
Garden of Eden, and it is a rela- 
tively easy matter for the union 
press to point out that it isn’t so, 


ws Management these days has an 
increasingly desperate need for 
communicators with a savvy for 
plain talk. Public relations men 
who are thrust into the busy pas- 
tures of communication with em- 
ployes should spend less time with 
the communications products of 
industry, and more time with thé 
labor journals that reach the samé 
people management journals reach. 

One of the nation’s newest com=} 
munications programs for em=] 
ployes was developed in a council§ ; 
of eight officials, not one of whom | 
has had any intimate, personal§ 
contact with the plant for at least 
a decade. The program was pitched 
at an angle of ninety degrees over 
the employes’ heads. It took 4 
beautiful leap off the end of the 
springboard, but there wasn’t any 
water in the pool. 


Promotes Local Shoe Weeks THY] 


National Shoe Institute has pre- bran 
pared a kit to aid local retailers§ advertises 


in launching local “Shoe Weeks."§ magazine 
The kit blueprints the setting up 
of the promotion in terms of or- You kr 


ganization, special events, display,§ service m 
publicity, and cooperative adver-] tent buyir 
tising. It is available to any city 


or town by writing the institute. And th 
man-good 
West Hooker Reorganizes Vertisin 


West Hooker Telefeatures has} P4tional s 
reorganized and will now be AT 
known as West Hooker-Frederick 50, 
Productions Corp., with West PER-CO 
Hooker as president and Frederick Men pore 
Klein as vice-president and treas- to-th pa 
urer, The company plans expansion h e-mit 
to include Broadway and motion) What's ne 
picture productions, as well as ra- 
dio and television shows. 


Broadcasters to Meet 


The North Carolina Associatio 
of Broadcasters will hold its an 
paoy meeting May 22-23 at Chap 

lil. 
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OUR DEEPEST BOW TO 
THE 15 MILLION LADIES 
WHO PROVE... 


No advertising sells like 
in the Service Magaz 


W HY IS IT that practically every national 
brand of goods bought by women 
advertises regularly in the women’s service 
magazines*? 


You know why, of course — because the 
service magazine® is such a powerfully po- 
tent buying influence! 


And that’s why more and more sellers of 
man-goods today are rifle-bulleting their ad- 
rm at men through Esquire — the only 
national service magazine® for men! 


AT 50¢ THE HIGHEST NUMBER READERS- 
PER-COPY OF ANY NATIONAL MAGAZINE! 
Men pore over Esquire for information—up- 
to-the-minute shop-worthy information on 
what’s new, how to use it, where to get it. 


More than 750,000 such primed-to-buy men 
dig up half a buck each month for Esquire, 
or have dug up six significant bucks for a 
year of Esquire. These are gentlemen with 
money to spend! 


Esquire’s All-Time High In Circulation! 
And your Esquire advertising message hits 
many, many more: 9 extra readers per copy 
—9 bonus Esquire readers —, attested to 
by documented research available for your 
inspection. 

They add up to a total monthly audience 
of 7,500,000 —in the only national service 
magazine® for men! 


To tap that heap of spending power for 
all it’s worth, advertise in Esquire—the only 
service magazine® for men! 


EXAMPLE: 
Esquire Sells LIQUOR! 


For 83 successive years Ron 
Merito Rum advertised in a 
list of 11 magazines — some 
with 5 to 10 times the circu- 
lation of Esquire. 


Each year Esquire by itself 
has produced 25% or better of 
the total inquiries drawn by 
all the other publications! 


Yes—advertising packs potent 
pull in “the service magazine® 
for men!” 


WHY THOSE 7,500,000 READERS FIND 
“IT’S A MAN’S WORLD” — IN THE 


NEW MARCH ESQUIRE 


HAVE YOU A MISTRESS? by Fred C. Kelly. 
Not a blueprint for setting up extra-marital 
housekeeping, but in an urbane and 
objective way the author weighs 

this ancient possibility. 


EDGE OF PANIC by Henry Kane. 

The hurry-Kane, creator of Esquire’s own 
private eye, Pete Chambers, has left the 
shamus stewing in his own ruse, and written 
this one straight. 


THE TRIUMPH OF THE TORSO—a picture 
story. Bathing suits, particularly the girls, 
in six pages of photographs. 


THE ART OF RELAXATION — how to regain 
the lost art, and safeguard your health; 

a regimen for relaxation—for every 
harassed male. 


FAITH BALDWIN + STEWART HOLBROOK 
YOUSUF KARSH - BEN STAHL 


*Service Magazine: 
a publication serving useful, 
potent, buying information 
to a select audience. 
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$250,000 Budgeted 
for Lectro-Host 


i Cuicaco—Facing half-page ads 
. will appear in the March issue of 
Ladies’ Home Journal to promote 
the A. J. Lindemann & Hoverson 
Co.’s new Lectro-Host freezers and 
refrigerators. H. M. Gross Co. here 
is the agency. 

The ads, taking part of a $250,- 
000 1950 budget, will run five 
months in the Journal. A “Lectro- 
Host Girl” will be featured in 
these black and red ads. The new 
refrigeration units will also be 
plugged in three issues of Sunset 
and in Small Homes Guide. 

' A b&w campaign for Lindemann 

& Hoverson water heaters will be- 
gin March 4 and continue eight 
weeks in The Saturday Evening 
Post. A schedule in Electrical 
Dealer, Electrical Merchandising 
and Retailing Daily throughout the 
year will be used to merchandise 
the company’s range and water 
heater products. 

Dealer and distributor aids that 
tie in with the national campaign 
include statement inserts, broad- 
sides, posters, newspaper ad mats, 
window streamers, point of sale 
display pieces, radio commercials, 
trailer films, decals and electric 
signs. 


‘Vision’ News Magazine 
Planned for Spring 


Vision, a native language news 

ii magazine for distribution through- 
out Latin America, will be pub- 
lished this spring in a Spanish edi- 
tion, with a Portuguese edition to be 
added later. The initial guarantee 
of the magazine, a bi-weekly, will 
be 50,000. Now proceeding with 
considerable secrecy, Vision re- 
portedly has a number of backers 
whose names have not been men- 
tioned. Its staff is believed to come 
from former members of Time, 
Newsweek and U.S. News & World 
Report 


The magazine will be edited in 
New York with the assistance of 
native Latin American runes 
a offices are at 138 E 


Promotes New Cotton Chopper 


Eversman Co., Denver, manu- 
facturer of farm implements’ and 
leveling equipment, plans to launch 
a campaign in nine southern states 
to promote its Eversman cotton 
chopper. Farm papers, trade pub- 
lications, radio and posters will 
be used. The account is handled 
by Galen E. Broyles Advertising 
’ Agency, Denver. 


aes THERE’S CONCENTRATED — 

BUYING POWER IN 
WINSTON-SALEM 
“LOOK AT THE EVIDENCE 


1948 SQ 
NET EFFECTIVE \ 
BUYING INCOME \ 

$157,386,000* 

Since 1946 An Increase 

of 


31.3% 


*SALES MANAGEMENT 194° 


SURVEY OF BUYING 
POWER 


WINSTON-SALEM TWIN city 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
si Renre tal ve KELLY SMITH COMPANY 


Ae 1 Ae Re ey eS ge ee oe ee 3 


‘Police Gazette’ Expands 


National Police Gazette, New 
York, is adding eight pages to pro- 
vide for more advertising. While 
the publication continues the fa- 
miliar pink on the masthead, it 
will run four colors on the cover 
and, for the first time, can ac- 
cept four-color ads. 


‘Inquirer’ Appoints Two 


James T. Quirk has been named 
assistant to the general promotion 
manager of the Philadelphia In- 


quirer. He was formerly promo- 
tion manager of the newspaper’s 
radio and television stations, WFIL 
and WFIL-TYV, and for the past 18 
months was general manager of 
Station WKNA, Charleston, W. Va. 
Henry H. Fanz, in the promotion 
department of the Inquirer, has 
been appointed research manager 
of ~ 1 general promotion depart- 
ment. 


Hickory Names Gordon Agency 


Hickory Valley Farm, Strouds- 
burg, Pa., meat packer, has 


switched from Tracy, Kent & Co. 
to Gordon & Rudwick, New York, 
for advertising in newspapers, na- 
— magazines, and by direct 
mai 


Tura Picks Kermin-Thall 


Tura Inc., New York, manufac- 
turer of eye glass frames, has ap- 
pointed Kermin-Thall, New York, 
to handle advertising in newspa- 
pers, magazines, business papers, 
and by direct mail. The account 
formerly was serviced by Dundes 
& Frank. 


ee Se RTE See Ee. Ye ag 


Advertising Age, February 13, 195¢ 
Sloan Gets Fabrics Account 


Cavalcade Fabrics Inc., New 
York, has appointed William Law. 
rence Sloan Advertising, New 
York, to handle promotion in bus. 
iness papers. The company is g 
new advertiser. 


Harrison Gets Glove Account 

Alexette Glove Corp., Glovers. 
ville, N. Y., has appointed Lester 
Harrison Inc., New York, to han. 
dle advertising in fashion publica. 
tions. Moser & Cotins formerly ser. 
viced the account. 


Don't Let 


the Pension Plans 


“,,.the new pension contracts will 
prove to be mere ‘pie in the sky’ ” 


THE ONE THING absolutely certain about the new pen- 
sion contracts of the past few months is that they will be 


paid only as long as business remains excellent. 


The unions know this, and they have new demands 
ready for contracts binding the employer to maintain the 
pension plan regardless of business conditions. But a 
company in bankruptcy can pay no pensions. 

The press releases forgot to add one little clause. The 
pay-as-you-go pension plan is a go-broke-as-you-go plan 
for business. 

Even a financially impregnable company like United 
States Steel will not stand the strain, if a depression comes. 

The issue of pensions is a public issue that rouses tre- 
mendous popular response. It is a fearful playground for 
political’ quackery, for fuzzy planning can mean that 
pensions offer no more security against the big bad wolf 
of old age than the little piggy’s house of straw; and un- 
sound contracts can topple our whole economy. 

What shall we do? Thinking men have many different 
answers. 

In this month’s Harper’s Magazine, Peter F. Drucker, 
the brilliant economics consultant, takes a calculating 
look at some of them. 


kool You 


Will a government plan be safest? 

Will funding the pension plans solve the problem? 

Can labor support the load . . . say 25 years from now 

. when we shall have one man or woman over 65 for 

every four of working age? 

Does forcible scrapping of able oldsters really solve 
the dilemma . . . or make it worse? Is there, perhaps a 
totally different principle to aim at? 


——— 
—— 
——— 


“,..labor and management will unite in 
shutting the gate to the older man” 


This is an issue of deep concern—not just to the man 
who is inching along toward pension age. Some of us will 
get the money; others must pay it. We are all deeply 
concerned. 
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Three to C. J. LaRoche & Co. 


Oliver Iron & Steel Co., Pitts- 
burgh, has appointed C. ‘s La- 
Roche & Co., New York, to handle 
advertising and publicity. No me- 
dia schedules have been set. The 
agency also has been named for 
advertising of the Oliver Bldg. 
and Jonasson’s department store, 
poth Pittsburgh. 


Alaska Outlets Name Young 


Adam J. Young Jr., New York, 
has been appointed national ad- 


er aes gee 
i Le 


vertising representative for Mid- 
night Sun Broadcasting Co. sta- 
tions—KFAR, Fairbanks, Alaska, 
and KENI, Anchorage, Alaska. 
Young will represent the stations 
throughout the U. S., excepting in 
the Pacific Coast states, which con- 
tinue to be handled by the sta- 
tions’ Seattle office. 


Dick Names Beadle V. P. 


John G. Beadle, general sales 
manager, has been named vice- 
president in charge of sales of A. 
B. Dick Co., Chicago, manufac- 


ee ee eee ee ee ee 


turer of A. B. Dick mimeograph 
products. He succeeds Harry C. 
Anderson, who resigned to become 
president of H. C. Anderson Mim- 
eograph Corp., New York, new 
authorized distributor for A. B. 
Dick Co. in the New York area. 


Dreytus Names Doyle Agency 

Dreyfus & Co., New York bro- 
kerage house, has switched to 
Doyle-Dane-Bernbach, New York, 
for advertising in newspapers. Al- 
bert Frank-Guenther Law former- 
ly had the account. 


‘ 


Bernays Offers $1,000, 


Society, for Research on Video and Radio 


New YorK—A $1,000 govern- 
ment bond will be given as an 
Edward L. Bernays Foundation 
Radio-Television Award this year 
for the best piece of research on 
the effects of radio and/or tele- 
vision on American society. 

The award will be presented at 
the September convention in Den- 
ver of the American Sociological 


Mr. Drucker’s incisive and informed article, THE 
MIRAGE OF PENSIONS examines a topic that is one of the 


incandescent issues of our times... . 


one of our most 


critical and immediate economic questions. 
Like so many Harper’s articles, it is a stinging slap at 
dreamy political promises, and at just plain befuddled 


thinking. 


For a hundred years, Harper’s has illumined great 
public issues. It has combined literate entertainment with 
mature discussion, many a spanking new idea, and a long 


“,.. retirement is no solution at all for the 
problem of the healthy old man” 


perspective on the news. As a forum for the outstanding 
thinkers of a century, Harper’s has always made a deep 


impression on the times . . . 


and it still does. 


It is read by intelligent and inquisitive people — the 
people who write, edit, speak, preach, teach, govern 
and manage. The people we call America’s “dealers in 
ideas” because their convictions move swiftly along to 
others. They are good people to have on your side, be- 
lieving in your products and buying them, and friendly 


to your corporate viewpoint. 


If you would like a copy of the February issue 
containing THE MIRAGE OF PENSIONS, write us. 
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Harpers 


49 EAST 33rpD STREET, 


with a memorable 


lssue 


This issue will be a 


for its pages. It is 
the place to report on 


effective place to do 


makes opinion 


NEW YORK 16, N. Y. 


lustrous one editorially. 
And some remarkable advertising 
is already being planned 


This year, Harper’s begins 

its second one hundred years. 
We will celebrate a century of 
distinguished journalism, 

a hundred exciting, significant, 
horizon-stretching years, 


Centennial 


In October 1950 


your company’s contribution 
to an exciting century... 
your plans for the critical 
years ahead ... your stand on 
the vital issues in which your 
business has a stake today. 

It is also an extraordinarily 


some plain, old-fashioned selling. 
Write us for further details. 
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via Sociological 


Society, Clyde W. Hart, chairman 
of the committee of judges, an- 
nounced last week. 

Studies, made not earlier than 
1948, must be submitted in dupli- 
cate before July 1 to Mr. Hart, Na- 
tional Opinion Research Center, 
4901 S. Ellis, Chicago, Ill. 

The award has been created by 
New York public relations coun- 
selor Edward L. Bernays. 


Y&T Promotes Miller 


R. F. Miller, a member of the 
advertising staff of the Philadel- 
phia division of Yale & Towne 
Mfg. Co., has been named assistant 
advertising and sales promotion 
manager of the company. 


Burry Biscuit to Clements 

Burry Biscuit Corp., Elizabeth, 
N. J., has appointed Clements Co., 
Philadelphia, to handle its adver- 
tising. 


1950 


[&] 


CATALOG FILE) 


Carried More Advertising | 
than any Single issue of | 
any farm equipment pub- | 
lication in history! 


e Over 240 pages of ad- 


i 


vertising in this issue. 


®@ Over 330 advertisers | 
used this issue. 


* 


As usual... 


IMPLEMENT & TRACTOR 
lead its field in total 
Advertising volume in 1949 


IM PLE MENT 
ee aTRACTOR 


KANSAS CITY 6, MISSOURI 
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New Paper Started 
as Maujer Family 
Splits on Policy 


Sr. Joserpn, Micu.—A disagree- 
ment among owners of the Maujer 
Publishing Co., which for the past 
30 years has successfully operated 
Industry and Power, has resulted 
in A. R. Maujer, publisher, and 
five of the key executives of the 
publication leaving to organize and 
publish a new magazine, The 
Plant, which will make its ap- 
pearance in April. 

Plant Publishing Co. has been 
formed with offices in the Shep- 
ard-Benning Bldg. here. Mr. 
Maujer is president and publisher; 
William T. Watt, vice-president 
and general manager, and R. W. 
Strauss, secretary-treasurer and 
assistant publisher. The directors, 
besides the officers, include W. W. 
Brown, Chicago advertising rep- 
resentative; R. B. Rogers, Cleve- 
land advertising representative; H. 
E. Hollensbe, editor, and W. E. 
Poole, associate editor. 


s All of these men have occupied 
corresponding positions in the or- 
ganization of Industry and Power. 

Control of Maujer Publishing Co. 
was acquired several years ago by 
Mr. Maujer’s daughter and her 
husband, Mr. and Mrs. A. M. Roe. 
Disagreements on policy led to 
failure to renew a partnership con- 
tract which expired Jan. 31, and to 
the withdrawal of Mr. Maujer and 
his associates. 

Mr. Maujer has filed a petition 
for the appointment of a receiver 
for Maujer Publishing Co., fol- 
lowing the withdrawal of a similar 
action by Mr. Roe. 


a C. L. Seaman, eastern adver- 
tising manager of Industry and 
Power, with headquarters in New 
York, is remaining with the pub- 
lication, in which he holds a sub- 
stantial interest. On behalf of the 
management he wired ADVERTISING 
AGE as follows: 

“The management of Industry 
and Power will continue to pub- 
lish with strict adherence to pre- 
sent policies, There will be abso- 
lutely no change in the circulation 
or editorial contents of the maga- 
zine.” 

The Plant, which carries the 
subtitle of “Power, Engineering 
and Maintenance,” will have a 
circulation of 40,000, according to 


St. Petersburg, Fla. 


ae ate > 


ere 


Mr. Maujer, and will be edited 
for the same group as has re- 
ceived Industry and Power. The 
same rates as are charged for space 
in the latter are shown on the rate 
card for The Plant. 


Printing Craftsmen to Meet 

The 25th annual conference of 
the Pacific Society of Printing 
House Craftsmen will be held in 
Portland, Ore., July 21-22. Arthur 
Hansen, ‘of Abbott, Kerns & Bell, 
and president of the Portland 
club, is general chairman. 


‘Omnibook’ to Take Ads 

Omnibook, New York, effective 
with its July issue, will accept 
a limited amount of advertising 
for the first time in its 12 years 
of publication. Sadler & Sangston 
Associates, 342 Madison Ave., New 
York, has been appointed adver- 
tising representative. 


WHAM Appoints Rumrill 

Charles L. Rumrill & Co., Roch- 
ester, N. Y., has been named to 
handle the advertising of WHAM 
and WHAM-TV, Rochester. 


See eee ee ke ee ee ge 


3 to DeMunn & McGuiness 

DeMunn & McGuiness, Chicago, 
has been appointed to handle ad- 
vertising for Hamill Mfg. Co., 
Washington, Mich., farm equip- 
ment; Grieve-Hendry Co., Chicago, 
motor service tools; and A. B. Har- 
ris, Gary, Ind., sporting goods. 


Stations Name Omer Renaud 

Omer Renaud & Co., Montreal 
and Toronto, has been’ appointed 
Canadian representative of Sta- 
tions CHAD, Amos, Ont., and 
CKVD, Val d'Or, Quebec. 
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Gets Cheese Account 

E. B. Burkitt Agency, Portland, 
Ore., has been appointed to handle 
a 1950 campaign for Tillamook 
cheese, Tillamook, Ore., effective 
April 1. Botsford, Constantine & 
Gardner has directed the account 
for the past 32 years. 


Frohlich Names Lewis V. P. 

Charles E. Lewis, account ex- 
ecutive, has been named vice-pres- 
ident of L. W. Frohlich & Co., New 
York, pharmaceutical advertising 
agency. 


IN AMERICA'S DAIRYLAND. 


Almost asir 


THE FARM PUBLICATION 
AMERICA’S GREATEST 
DAIRYMEN DEPEND ON 


* “We surely enjoy your paper. It is almost as 


= 


HE 


MOST 


WISCONSIN 


FOR INFORMATION 


REGARDING: 


© Crops, Fertilizers, Seed, etc. 


@ Handling and Feeding of Dairy Cattle and 
Other Livestock 


@ Care, Repair, and Use of Farm Machinery 


@ Planning Production and Marketing Some 
Months Ahead 


© Contouring, Terracing, Strip Cropping, etc. 


@ What Other Wisconsin Farmers are Thinking 
and Doing 


Folks 5 ; 
necessary on a farm as a plow.” That’s what 
LOVE to EAT Milton Haase, Watertown, Wis. farmer, thinks 
They Also of Wisconsin Agriculturist and Farmer. 
Love to READ Of —— we y aid = friend is —_. 
erating. But we know that there are a goo 
The TIMES For cans Wisconsin farmers who do feel Pele 
WHAT'S NEW to Eat can’t get along without the “Ag”. This home state sini tin SAMI il aN tenis tested 
And WHERE farm publication is waited for and welcomed by qrecs section. of Wiseendn were personally interviewed by 
9 out of every 10 of the best farm families in Wis- the Research Department of Olmsted and Foley Advertising 
To BUY It! consin. It’s the farm paper they depend on most! Agency. These farmers end thelr wives were eshed to tol 
where they go for information on farming and homemaking, 


and which publications they find the most useful. The results 
of the interviews have been summarized and will be shown 


to you by our representative on your request. 


Wisconsin Agriculturist and Farmer is the one 
farm paper that can sell the top 90% of Wiscon- 
sin’s prosperous farm market— America’s richest 
dairyland—without supporting help. In a single 
medium advertisers get the concentrated, volume 
circulation that can deliver volume sales. 


Advertise in the one farm publication that 
Wisconsin’s Dairyland farmers need and read. 


During 1949 the TIMES carried 
868,049 Retail and 393,323 Gen- 
eral Food Lineage—OR—206¥%, 
MORE Retail and 497°, MORE 
General Food Lineage than the 
second paper. 


NOTE: NATIONAL FOOD SHOW 
Recreation Pier—St. Petersburg 
March 16-22, 1950 
Write for brochure today! 


ST. PETERSBURG - FLORIDA 


i TIMES = 


Detroit 
V. J. Obenaver, Jr. in Jacksonville, Fia. 
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Advertising Age, February 13, 1950 
Stebbins Appoints Hickman 


Harvey Q. Hickman, formerly 
sales manager of Hickman Bros., 
Best Foods distributor in Kansas 
City, Mo., and more recently with 
John Freiburg & Co., Los Angeles, 


has been appointed an account ex- 
ecutive of Hal Stebbins Inc., Los 
Angeles. 


Ball & Davidson Moves 

Ball & Davidson, Denver agency, 
has moved its offices from the 
Colorado National Bank Bldg. to 
1030 Speer Blvd., Denver. 


Club House Adds Car Cards 


Gorman, Eckert & Co., London, 
Ont., has added car cards in major 
Canadian cities to its media list 
for Club House peanut butter. 
Newspapers, coast to coast, and 
trade advertising will continue. 
Aiken-McCracken, Toronto, is the 
agency. 


Irving-Cloud Names Masse 


S. M. Masse, formerly agency 
owner, has been appointed sales 
promotion manager of Irving- 
Cloud Publishing Co., Chicago. 


ae eee ee eae 


Jessen Resigns as 
Falstatf Ad Chief 


Sr. Louts—Harold J. Jessen, 
since 1944 advertising manager of 
Falstaff Brewing Co., and before 
that for 21 years in the advertising 
department of Quaker Oats Co., 
has resigned because of differ- 
ences over policies. 

Percentagewise, Falstaff has 
probably been the fastest grow- 


ing major brewer in the U.S. in 


recent years. It moved from a pro- 
duction of about 1,250,000 barrels 
in 1944—giving it ninth place 
among all U.S. brewers—to almost 
2,500,000 barrels last year, in fifth 
position behind the “big four’— 
Schlitz, Pabst, Anheuser-Busch 
and Ballantine. 

The company now sells in 20 
states, blanketing the center of the 
country. 


a Much of Falstaff’s 100% growth 
in volume has been attributed to 
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Farm 
Publication C 


Farm 
Publication D 


"Ht you were going to be away from home for a 
month, what papers . . . would you have saved for 
you so that you could read them when you got back?” 


Wisc. Agricel- 

torst € Former A 42.7%, 
Fa 

Pubiicotion A A = 30.6% 
Fa 

Publications ME = 22.4% 


han 


14.0% 
13.4% 


“Which of all the papers and magazines thet carry 
farm and homemaking information wevid you 


choose if you could take only one?” 


Wisc. Agricel- 
terist & Farmer 


Farm 
Publication A 


12.1% 
Pubticotions Ml 11.4% 
Publication c ME 8.0% 
Publication > Ml 65% 


27.0% 


AMERICA’S DAIRYLAND...a rich and ready 
Farm Market for your 1950 Sales Campaign! 


The answers to the above questions from 
an advertising agency survey reveal WHY 
Wisconsin Agriculturist and Farmer is such a 
likely medium for your advertising. Wisconsin’s 
potential as a market-place for your goods 
and services is revealed in U. S. Bureau of the 
Census figures. For example, average Wisconsin 
Agriculturist farmers have five times the dairy 


LOCAL COVERAGE ON A STATEWIDE BASIS 


In Wisconsin Agriculturist and 
Farmer, Wisconsin farmers and 
their homemakers read about 
themselves and people like them- 
selves. The editors know that a 
great deal of local news is equally 
interesting throughout the state. 
Wisconsin Agriculturist is published 


to talk to in Wisconsin. 


exclusively for Wisconsin people. 
It talks their language, knows their 
business, helps them with their 
problems. You can concentrate 
your advertising in the one farm 
publication that concentrates its 
attention on the people you want 


income of the average U. S. farmer, 35% more 
income from a// farm products than the U. S. 
average. Here’s a farm market that’s rich and 
ready for SELLING. Meet America’s greatest 
dairymen the easy way—through the adver- 
tising columns of Wisconsin Agriculturist 
and Farmer, the farm paper that reaches 9 out 
of every 10 of Wisconsin’s best farm families. 
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aggressive advertising and promo- 
tion, its budget for this type of 
work having grown from about 
$600,000 in 1944 to $2,750,000 last 
year. For 1950, the company is re- 
ported to have set a record pro- 
motion budget of $3,500,000. Danc- 
er-Fitzgerald-Sample has handled 
the account for many years. 

Alvin Griesedieck, president and 
general marager, who has been in 
poor health lately, recently turned 
the general management duties 
over to Harvey Beffa, who has 
been vice-president in charge of 
production, and who was at one 
time advertising manager of the 
brewery. 


Starrett Appoints Godnick 
and Expands Ad Program 


Starrett Television Corp., New 
York, has named Adele Godnick, 
formerly with DeJur Amsco Corp., 
as advertising manager. 

The company has announced 
that it will expand advertising 
and sales promotion for television 
products, and begin a new ad 
campaign on the Starrett air con- 
ditioning line. 


sees 


100,000 


TRANSPORTATION 


see and act on TSN's exclusive comprehen- | 
sive editorial service. Men like Mr. Ben- 
derly, of the Lester Lines, who must have 
information about transportation products 
and services brief, concise and easy to ac- | 
quire. { 
Because Mr. Benderly and other ip- 

ment buyers in the bus and street railway 
companies, railroads, motor transport com- 
panies, taxi cab and airline companies, 
steamship and barge lines and private fleet 
owners, react to TSN's easy-to-read-easy-to- 
reply-to-format, TSN continues to grow. 
Now in its fifth year, TSN’s advertising 
volume is more than 400% above 1948. 
This increased advertisers acceptance is the 
direct result of sale producing inquiries. 


TSN, the only tabloid transportation pub- 
lication, offers blanket coverage of the en- 
tire transportation industry. TSN is also 
the most effective way to sell individual 
transportation industry segments, like the 
railroads, bus lines, etc., and at the same 
time “feel out,” at no extra cost, market- 
ing opportunities in other segments that 
may have been overlooked in your sales 
planning. You get tangible proof of the 
effectiveness of your advertising in the 
form of quality inquiries from men with 
the authority to buy and specify, and you 
get to the buying influences your salesmen 
can’t reach. Write for specific data on how 
TSN can help you by helping your sales 
force with low cost sales pe we He in- | 
quiries. 


TSN is one of a family of 8 specialized 
services devoted exclusively to the 
transportation industry. 


TSN is affiliated with the Traffic World, ao 
$20 a year ABC transportotion news weekly, 
founded in 1907 


Transportation 
Supply News — 
418 S. MARKET ST. CHICAGO 7, LL. 


New York 17—122 East 42nd St. 
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Gordon Agency Gets Raylite 


Raylite Electric Corp., New York, 
manufacturer of Christmas light- 
ing fixtures, has . wn Gordon 
& Rudwick, New York, for adver- 
tising in newspapers, magazines, 
business papers, radio and tele- 
vision spots, and by direct mail. 
The account formerly was placed 
direct. 


Promotes John Watkins 

John C. A. Watkins, assistant to 
the publisher, has been appointed 
assistant publisher of the Provi- 
= Journal Co., Providence, 


GE Takes Nielsen Service 


General Electric Co. has signed 
a two-year agreement covering the 
Nielsen Television Index service. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,0005 


Represented nationally 
by Burn-Smith Co, Inc j 


Van Doren, Nowland & 
Schladermundt Split 


The New York and Philadelphia 
offices of Van Doren, Nowland & 
Schladermundt, industrial design 
organization, are now operating as 
independent companies. The New 
York office will be known as Now- 
land & Schladermundt, and will 
service the same accounts it han- 
dled previously. Charles L. Meltz- 
er and Karl H. Tietjen, formerly 
associate members, have been 
made partners of the New York 
company. In addition, Nowland 
& Schladermundt has established 
a special division for the planning 
and design of television stations, 
with Dr. Walter J. Duschinsky in 
charge. 

Harold Van Doren will carry on 
the activities handled by the Phil- 
adelphia office. 


Appoints Fred Kinderman 


Fred Kinderman, formerly mer- 
chandise manager of J. C. Penney 
Co. in Tacoma, Wash., has been 
appointed merchandise manager of 
Day’s Tailor-d Clothing Inc., Ta- 
coma, men’s and boy’s work and 
dress trousers and industrial uni- 
forms. 


POSTER THEME—During a meeting of the National Cancer Foundation’s board of 

trustees Abbott Kimball (left), president of his own agency and of the foundation, 

shows a poster that is being considered for NCF’s forthcoming fund-raising drive to 
John W. Wingate, secretary of the foundation. 


Bombi President Retires 


Harry B. Wasserman has re- 
signed as president. and general 
manager of Bombi Inc., New 
York, perfume manufacturer. He 
has not announced his future 
plans. 


Names Dorothy Anderson 


Dorothy W. Anderson, formerly 
merchandising manager of ready- 
to-wear at John Wanamaker, New 
York, has rejoined Alfred J. Sil- 
berstein, Bert Goldsmith, New 
York, in an executive capacity. 


1950... 


will American business 
seize its opportunity? 


We'can make it the best year yet, 


Sie 


Yss, there’s little question that 
1950 can be a $200 billion year! 
The marketing facts prove it. 
Then why the big “IF”?... 
Because even with ability to buy, 


FACT: After correction for 
taxes and prices, real pur- 
chasing power can be 6% 
over 1949, 


people’s basic desires do NOT 


automatically convert them- 


selves into buying demand. 


So business faces this 


how convert the power-to-buy 


into the will-to-buy? 


REPORT GIVES FULL FACTS 


“Marketing Opportunities 1950” takes 
a realistic look at why the people may 
have more than ever to spend. Its author, 
Mr. Arno Johnson, Director of Research 
for the J. Walter Thompson Company, 
makes no predictions. But the facts seem 
to make clear that the U. S. can go into 
1950 knowing that the increased sales 
potentials do exist, and can be developed 


by aggressive marketing! 


challenge: 


FACT: Personal income above 
basic 1940 living standards 
can be nearly $107 billion. 


FACT: 47% of families have 
incomes over $3,000... : 


\ : ‘ Marketing 
~ Oppo 


eg 


an 


FACT: The 1950 markets for 
goods and services can be 
$10 billion over 1949! 


FACT: “Durable goods” take 
only 13% of current con- 
sumer expenditures. 


FACT: More than forty per 
cent of all families are NEW 
families since 1940. 


ctumities 


HERE is a report of importance to every executive. We 
are also glad to make it available to libraries, universities, 
chambers of commerce and others interested in the study 
of marketing. May we send you a copy for your own 
study? Write today to J. Walter Thompson Company, 
420 Lexington Avenue, New York 17, N. Y. Twenty-two 
other offices in strategic cities around the world. 
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Clary to Use 
2 Magazines 
Alternately 


San GABRIEL, CAL.—Clary Multi. 
plier Corp. this year will run si- 
multaneous campaigns on its add. 
ing machines and cash registers, 
and use its “biggest space budget 
in history” for once-a-month in- 
sertions in Collier’s and The Satur. 
day Evening Post. 

Space will alternate between half 
and quarter pages in each publica- 
tion. Kickoff will be a half-page 
ad for adding machines in the Post, 
and a quarter-page insertion in 
Collier’s for the ‘cash registers, 
Publication schedules alternate be- 
tween the two products, and each 
month there will be one ad for 
each product. 

Ads will be couponed for test- 
ing. Ads in Collier’s will test ef- 
fectiveness of headlines, coupons 
versus no coupons, and other fac- 
tors. Later in the year a number 
of magazines will be added to the 
schedule and tests made of their 
relative pull, using the tested ads 
as a basis for comparison. 


= Each month the magazine ads 
will be adapted for local news- 
paper tie-up and sent to dealers. 
Dealer advertising is co-op; on the 
basis of previous experience it is 
anticipated the ads will run locally 
in about 250 major cities. 

According to Whitney Drayton, 
advertising manager, the meter 
plan introduced late last year (AA, 
Dec. 19) has been “tremendously 
successful” and will be continued. 

An intensive direct mail cam- 
paign will also be employed. A se- 
lect list of 10,000 prospects will get 
a monthly mailing. Trade adver- 
tising will run in Office, Office 
Appliances and the Journal of Ac- 
countancy. 

The 1950 budget is about one- 
third greater than that of 1948, and 
considerably larger than the 1949 
expenditure. Some space advertis- 
ing was used early in 1949, but 
none during the last nine months, 
excepting newspaper ads announc- 
ing the meter plan. 

Clary’s account is handled by 
the Los Angeles office of Batten, 
Barton, Durstine & Osborn. 


KFI Promotes Anthony 


Kelly Anthony has been ap- 
pointed to the newly created post 
of assistant to the general man- 
ager of KFI and KFI-TV, Los An- 
geles. He has been with KFI-TV 
for the past year and a half as a 
director. 


To Promote Gamecock Ale 


The Boston office of Albert 
Frank-Guenther Law will handle 
advertising for Gamecock ale, a 
new product of its client, Croft 
Brewing Co., Boston, brewer of 
Croft cream ale. 


If you have | YOUNG | 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
| with ideas... 
BuY COSMOPOLITAN 


America’s Most Exciting Magazine 
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oa What kind of smokestacks 
fed ads 
4 do your salesmen look for’ 
Jealers, 
on the 
ce it is 
locally 
rayton, . P ’ 
“metal Your best salesmen look for the worthwhile smoke- Here’s the way it works out in the case of STEEL: 
(AA, 
‘dously} stacks... and there are sound reasons why these men 
ti ed. . . . . . " 
| cam-§ do an outstanding job. American industry is made up The 1947 Census of Manufactures lists 50,286 metal- 
. A se- 
vill gt} of thousands of plants—240,881 to be exact—and working and metalproducing plants. But 12,297 of 
d % . . . ; 
Office) covering them is a big order for any sales force. But these (those employing 50 or more) accounted for 
f Ac- ° ° ° 
“if you concentrate on selling the worthwhile plants, you 92.2% of total employment and 92.2% of value added 
t ao . . 7 
48, and) can whittle the number down to 45,000 and still cover by manufacture. 
1e 1949 ° : : 
wertis-| 85% of industrial buying power! : 7 iam 
8, but STEEL covers 12,855 plants—but the important point 
non ’ . . . . . 
noune-} We feel that good business papers should also know is that this coverage is concentrated in this select 
ee and look for the worthwhile smokestacks. Your printed group of larger plants which represent well over 90% 
salesmen—your publication advertisements—can do of the market. 
a much more effective job if they are being read in 
ed pot} the heart of your market, the worthwhile plants which All Penton publications benefit from a continuing 
man- . 
os An-} account for 80% to 90% of the buying power. research program which tells them how many smoke- 
If as a stacks there are, how big they are, and what kind 
8 y 
: That’s why circulation figures alone are not enough they are. Information like this makes circulation truly 
e . . . . * . . . 
Albert} When industrial publications are being compared. Plant effective ...and assures advertisers that their sales 
h dl . . . . . . . . . . . . . . 
ale, : or unit coverage is vital information in deciding which message is going where the business is being done. 
J ro . 7 . 
wer off magazine will be most effective. 
If you would like more information on the markets, 
; While a straight “nose count” of plants is helpful coverage or readership of any Penton publications, we'll 
(and more than is now available from many papers), be glad to hear from you. 
% the information should go farther than that. Some 
yardstick such as employment or value added by manu- 
‘> facture should be furnished with the plant breakdown 


so that an accurate estimate can be made of the 
percentage of total buying power covered by the 
publication. ~ 


= DENTON ESuein? 


PENTON BUILDING e« CLEVELAND 13, OHIO 


MACHINEDESICN 8° ° “FounpRY— ° 


STEEL New Equipment Digest 
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Book Publisher Puts Ad Eggs in 1 Basket 


New YorK—Book publisher Du- 
ell, Sloan & Pearce Inc. last week 
told plans to run weekly full-page 
ads in the book section of the Sun- 
day New York Herald Tribune. 

The company’s advertising will 
be concentrated entirely in the 
Sunday supplement, which, through 
a book store plan, is circulated 
to book readers throughout the 
nation. 

The concentration in a single 
medium is a departure from pub- 
lishers’ practice. The plan was 
adopted after a recent full-page ad 
in the book section increased sales 


Lenses 


A comprehensive manual showing 
print gt government photographs 


indispensable to advertising 
gencies and departments, ilivs- 


Through 


WASHINGTON COMMERCIAL C8., 1 B.E. Bidg- 
1200 Fifteenth St., W.W., Washington 5,8.¢. 


of one book by 60%. 

The usual practice by book pub- 
lishers “of splitting funds among 
a score of media does not ordinar- 
ily permit forcible impact on any 
single audience,” Duell, Sloan ob- 
served. 


MAGAZINES BEST FOR 
SUBSCRIPTION BOOKS 

Cuicaco—National magazines 
have proved the most effective 
medium for the subscription book 
field, Robert C. Preble, executive 
vice-president of Encyclopaedia 
Britannica Inc., told division man- 
agers at their annual sales con- 
ference last week. 

Mr. Preble rated the effective- 
ness of reference book ads, by 
media, in this order: national mag- 
azines, direct mail, local newspa- 
pers, AM radio. 

Testing the television medium 
has not been completed, he said. 

Mr. Preble said magazines car- 
ried the advantage over direct 


mail of getting name publicity and 
facilitating the expansion of sales 
forces. 


Sterling Buys CBS Show 


Sterling Drug, New York, will 
sponsor the last quarter-hour of 
“Sing It Again,” over CBS starting 
March 11. This portion of the give- 
away—10:45-11 p.m., EST—has 
been canceled by Luden’s as of 
March 4. Sterling has dropped 
plans for sponsorship of 15 minutes 
of “Stop the Music” (AM), as pre- 
viously announced by ABC. Danc- 
er-Fitzgerald-Sample is the agen- 
cy for the drug company. 


Treadwell Joins Stearns 

Geo. L. Treadwell has joined 
R. A. Stearns & Co., Chicago, in- 
dustrial relations, as associate in 
development and public relations. 
The Stearns company has moved 
its offices to 209 S. LaSalle St. 


Appoints Kaplan & Bruck 

Linguaphone Institute of Amer- 
ica, New York, has appointed Kap- 
lan & Bruck, New York. Arthur 
Rosenberg Co. formerly handled 
the account. 


Lewyt Explains 
Merchandising, 
Promotion Plans 


New Yorx—Alexander Lewyt, 
president of Lewyt Corp., told the 
Sales Executives Club here Tues- 
day that the backbone of his com- 
pany’s promotion for vacuum 
cleaners is a $600,000 expenditure 
in national magazines. 

Mr. Lewyt said, however, that 
the company will spend “almost 
an equal sum in local cooperative 
advertising programs, which is 
matched by dealers.” Thus, he 
said, the greatest single expendi- 
ture goes for daily newspaper 
promotion, which dealers prefer. 

“The greatest sales lever we can 
give our dealers and retailers is 
public acceptance, and our great- 
est single tool in providing that ac- 
ceptance and in the growth of our 


Your Bit Salsa... 
PRINTING INK 


Your goods are sold at point-of-purchase with printing ink! 


On counter cards, on displays, on packages, printing ink carries 


your sales message, adds appeal and attractiveness to your product. 


Printed color contributes buy-appeal, makes it easier to move 


merchandise. In your displays and packages, and in your adver- 


tising, use more color to make more sales. 


Only in color—on the printed page—can your product be 


reproduced as it really looks—as your customers will see and 


remember it. Printing ink is your best salesman. 


| Nariowat Association of Printinc Enx (Mlaxers 


1440 BROADWAY - | NEW YORK CITY 


See S508 js 
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company is advertising, supple. 
mented by its natural brothe 
sales promotion and publicity.” 


@ On the day following Mr, 
Lewyt’s appearance before the 
sales executives, poetic copy for 
Lewyt under the title “Owed tg 
Appliance Dealers” appeared in 
Retailing Daily, part of which 
said: 

“Run page-after-page in Life and the 

Post 

“Till his ‘Public Acceptance’ was each 

Dealer's toast! 

“Till no gal could bear to do without it 

“And in every store, she'd frantically 

scout it! 

“But this manufacturer wouldn't stop 

at that, 

“He'd help his Dealers get extra fat! 

“He'd feed them ideas and sales gim. 

micks, too; 

“With all kinds of merchandising helr 

he’s come through!” 

Reviewing the rise of the Lewyt 
vacuum cleaner during the past 
two years, Mr. Lewyt said that 
the company broke a national cam- 
paign in October, 1947, before the 
product had national distribution 
or sufficient production to supply 
a national sales program. Referring 
to this as “a break from the nor- 
mal course,” he said national pro- 
motion was necessary to stimulate 
and awaken dealer interest in vac. 
uum cleaner sales, 

Of the Lewyt decision to add a 
popular durable product to its line 
of industrial products, Mr. Lewyt 
explained that the choice of vac- 
uum cleaners was based upon their 
rank in the appliance field. He 
said vacuum cleaners ranked third 
in volume over the country with 
a market saturation index of only 
1%. 


s Outlining Lewyt merchandising 
plans, the company’s president said 
that two programs spark sales on 
retail levels. They are the Lewyt 
“Junior Demo” plan, a ten-second 
demonstration for use in stores, 
and the Lewyt “Outside Selling 
Plan.” 

The demonstration is confined 
to a quick showing of cleaner per- 
formance in showrooms and is con- 


cluded with the question: “How 
old is your vacuum cleaner?” 
The outside selling plan, Mr. 


Lewyt emphasized, is not cold can- 
vassing, but applies to selling in 
homes by pre-arranged appoint- 
ments. Leads are obtained by the 
company from users, showroom 
sales personnel, newspaper adver- 
tising, and by direct mail, then 
turned over to specialists for fol- 
lowup. 


@ Even after the sale is made, ac- 
cording to Mr. Lewyt, the interest 
of the dealer is maintained. Every 
sale is followed within 48 hours 
with a call from a qualified in- 
structor. 

“We're battling with many of 
the electrical giants right now for 
markets—and customers—on our 
vacuum cleaners,” Mr. Lewyt 
said. “And we’re doing all right. 
In addition, we find that the big 
competitors are cleaner and keener 
than the little fellows.” 

Hicks & Greist, New York, is the 
Lewyt agency. 


Lyon Industries to Market 
Beverage Vending Machines 

Stuart G. Lyon has joined with 
Worthington Pump & Machinery 
Corp., Harrison, N. J., in organiz- 
ing a new company, Lyon Indus- 
tries Inc., to distribute beverage 
vending machines. The company 
has acquired the rights, designs 
and patents formerly held on bev- 
erage machines by Lymo Indus- 
tries and Lion Mfg. Corp., both of 
Chicago. 

Lyon Industries has opened of- 
fices at 342 Madison -Ave., New 
York. Officers include: Stuart G. 
Lyons, president, and Frank J. 
Whelan, vice-president, who is also 
vice-president of Worthington. 


‘Tomorrow’ Promotes Miller 
*Martin Powell Miller, who joined 
the staff of Tomorrow, New York, 
last June, has been promoted td 
pooner of publicity and promée 
ion. 
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Can you guess 


their ages? 


Rate yourself an expert if you guessed that these women 
are (top to bottom) about 28, 39, 26, and 23 years old. 


You may be a good age-guesser—but if you're an adver- 
tiser, you have to be an expert! You have to know the 
age of the women your message reaches. 


Federal Reserve Board and other surveys prove that 
women in their twenties buy more in such important 
categories as cosmetics, household appliances, food, 
beverages, and recreation. Yet last year, 70¢ of every 
ad dollar was spent to reach women OVER 30! 


What’s the reason? Some advertisers think: There just 
isn’t any way to pinpoint the young woman audience— 
the “buckshot method” is the only way to reach them. 


But it’s not true! A magazine that goes with rifle-fire 
directness to 4 million young women—women in their 
buying years—is Modern Romances, with America’s 
youngest married woman audience. 


Seventy-four percent of these girls are home-makers. 
They're in the market for everything from towels to 
television, and their median age is 23...so they have 
no fixed brand habits. 


In fact, 71% of Modern Romances families have chil- 
dren—and these families consume 21% more food, for 
example. They have money to spend, too, and they're 
ready to spend it because new families need just about 
everything. They're your wide-open market—ripe for 
selling! 


modern 
romances 


America’s Youngest Married Woman Audience 


A DELL PUBLICATION, 
261 FIFTH AVENUE, NEW YORK 16 
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Ellis Asks, ‘What 
Do Media Get for 
the 15% They Pay?’ 


Westport, CONN.—The govern- 
ment anti-trust action against the 
Mansfield Journal and the Lorain 
Journal, accused of attempting to 
reduce advertising competition in 
their respective Ohio markets, is 
the handwriting on the wall, ac- 
cording to Lynn W. Ellis, agency 
management consultant. 

No matter how the suits are de- 
cided, Mr. Ellis believes, the action 
forecasts future government in- 
terest in the reasons why media 
grant recognition to some agencies 
and withhold it from others. 

In his newsletters, he has argued 


that very little information is 
available on the question, “What 
do media get for the 15% which 
they pay advertising agencies?” 


e In order to compile a list of 
agency functions, which eventu- 
ally may answer the question, he 
queried 400 advertising agency 
executives. The respondents were 
asked what services agencies ren- 
der media to earn the 15%. About 
one-fourth replied to the question- 
naire. 

Preliminary results indicate that 
agency principals believe the 15% 
is divided as follows: 6.91% for 
plan, layout, copy and other direct 
services to the client; 4.65% for 
selling space; 2.02% for “fiscal’’ 
services (guarantee of payment, 


etc.); .99% for advancing the gen- 


ew te as 


hs ee di te ie 


eral cause of advertising, and 43% 
| for studies which might aid the 
media. 

Detailed information on the sur- 
vey is contained in the Jan. 31 is- 
sue of “Agency Questions & An- 
swers,” published by Mr. & Mrs. 
| Ellis, 75 Thomas Rd., Westport. 


West-Holliday Names Howk 

John H. Howk has been ap- 
pointed manager of the Chicago 
zone office of West-Holliday Co., 
newspaper representative. He suc- 
ceeds Eugene Dickert, who has 
been made midwest district man- 
ager. 


Treutler Joins KMTV 

Albert J. Treutler, formerly with 
Caples Co., has joined KMTV, 
Omaha, as promotion manager and 


publicity director. 


BUDWEISER SEND-OFF—August J. Busch 
Jr. (right) is greeted by Col. Mitchell 
Wolfson, co-owner of WTJV, Miami— 
Florida’s first TV station—at the first 
telecast of the Ken Murray show for Bud- 
weiser beer. The hour-long program is 


kinescoped. 


1s yOu cant cover California's Bonanza Beeline 
without on-the-spot radio 


The size of the Beeline is something to think about. It takes 
in all of inland California plus western Nevada —a 8 billion 
dollar market with more people than Los Angeles. . . higher 
total. retail sales than Philadelphia.* 

Bear this in mind, too: the Beeline is an independent market, 
well removed from the coast. And Beeliners naturally prefer 
their local stations to outside stations. 

So there’s just one way to radio-sell the Beeline. Tell your 
sales story on-the-spot . . . on the five BEELINE stations. 
Together, they blanket the whole market. And you choose best 
availabilities on each station without line costs or clearance 
problems. Combination rates. 


Here’s What You Should Know About 
KOH . . . and RENO 


SACRAMENTO, CALIFORNIA @ 
KOH KERN KWG 
Reno (NBC) Bakersfield (CBS) Stockton (ABC) 
1000 watts 630 kc 250 watts 1230 ke. 


1000 watts 1410 ke. 


The first station in Nevada. Reno’s favorite for 22 years. 1000 watts, 
630 ke, NBC. Blankets 18 counties surrounding Reno — whose whole- 
sale grocery trading area ranks 2nd in entire country in per capita 
retail food sales, with a quality index 53% above U.S, average. 


McClatchy Broadcasting Company 


PAUL H. RAYMER CO., National Representative 


KMJ 
Fresno (NBC) 
5000 watts 580 kc, 


Advertising Age, February 13, 1954 


12 Nominated for 
Award by Society 
of Art Directors 


New YorK—Twelve candidates 
for the National Society of Art 
Directors’ third annual award have 
been nominated by representatives 
of affiliated clubs. 

The award, a brass and ebony T- 
square, for “distinction in the prac- 
tice of his profession,” will be made 
during ceremonies April 18 at the 
Starlight Roof of the Waldorf-As- 
toria. 

Ballots containing the nominees’ 
names have been sent to NSAD 
members. 


ws The nominees and reasons for 
their selection are: 

Gordon Aymar, consulting art 
director, for efforts on behalf of 
the society itself; Clare Barnes, 
art director, Ted Bates Inc., for 
his book, “White Collar Zoo”; Les- 
ter Beal, consulting art director, 
for continued contributions to the 
graphic arts; Arthur Blomquist, 
art director, J. Walter Thompson 
Co., for steering complicated ac- 
tivities of his agency. 

William Golden, art director of 
CBS, for direct mailings for CBS; 
Raymond Loewy, industrial de- 
signer, for “face-lifting’ Amer- 
ican industry; Paul Rand, “for 
fresh and original layouts which 
fit job for which they are in- 
tended”; Harlow Rockwell, art di- 
rector, Young & Rubicam, for the 
Life Saver series; Wilbur Smart, 
art director, D’Arcy Advertising 
Co., for consistently high quality 
work advertising Coca-Cola. 

Kenneth Stuart, art director, 
The Saturday Evening Post, for 
consistent excellence of his work; 
Bradbury Thompson, art director, 
Mademoiselle and Westvaco “In- 
spirations for Printers,’ for di- 
rection of publications and influ- 
ence in graphic design throughout 
the nation; and John H. Tinker 
Jr., art director, McCann-Erickson, 
for the characterization of “Mr. 
Friendly” in American Mutual In- 
surance ads. 


LeTourneau Shifts Six 
in Ad Department 


Lloyd Rager has been appointed 
assistant advertising manager of R. 
G. LeTourneau Inc., Peoria, IIl., 
construction equipment. He has 
been with the company since 1936. 
Steve Czerwinski, advertising co- 
ordinator, has been named sales 
promotion supervisor, replacing 
Vernon E. Pray, who has resigned 
to become advertising manager of 
Schield-Bantam Co., Waverly, Ia. 

Leland B. Adams, in the export 
advertising section, has been ap- 
pointed to succeed Mr. Czerwinski 
as advertising coordinator. Walter 
E. Kohrs, editor of “LeTourneau 
Co-Operator,” has been named to 
the sales promotion section. David 
R. Harvey, who has handled news 
bureau activities, has been ap- 
pointed to succeed Mr. Kohrs, and 
Bernard J. Martin, in the photo- 
graphic section, replaces Mr. Har- 
vey in the news bureau. 


Dillman to Join Inland Steel 

David Dillman has resigned as 
managing editor of the Chicago 
Journal of Commerce to become 
manager of public relations of In- 
land Steel Co., Chicago, effective 
March 1. Milton Van Slyck, man- 
aging editor of the Journal of 
Commerce of New York, will suc- 
ceed Mr. Dillman as managing 
editor in Chicago. 


Rodkin Gets Lamp Account 


A. & P. Irmischer Co., lamp man- 
ufacturer, has appointed Sander 
Rodkin Advertising Agency, Chi- 
cago, to handle its advertising. 
Trade publications, consumer me- 
dia, direct mail, dealer aids and 
point of sale material will be used. 


WMCA Promotes Boggs 
Norman Boggs, general manager 
of WMCA, New York, has been 
named executive vice-president 
and a member of the board of di- 
rectors of the independent station. 
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“I Am a Cover-to-Cover 


Reader of 


Advertising Age’ 


Says MARVIN HARMS 
Vice-President & Gen. Manager 


H. W. KASTOR & SONS ADVERTISING COMPANY 


eee 


“EK ver since you started publishing, I have been 


a cover-to-cover reader of Advertising Age. You 


have brought me the news of the advertising 


business every week, quickly and accurately. You 


have brought me the publishable facts of the 


advertising business for my information. I have 


Advertising Age sent to my home, where it gets first 


reading Monday evenings.” 


_MARVIN HARMS 


Says Mr. Harms about himself: “Started my advertising work 

on the Daily Kansan and the Annual Jayhawker at the University of 
Kansas, where I graduated in 1920. With Ferry-Hanly Advertising 
Company in Kansas City from 1921-1928 as account executive, handling 
such accounts as Folger’s Coffee and Lee Work Clothing. Advertising 
Manager of Premier Malt Products Company, later Pabst Brewing 
Corporation, 1928-1937. With Young & Rubicam 1937-1938 and 

left there to become Vice-President and Account Executive for Dreft 
at Blackett-Sample-Hummert from 1938-1943, also handling 

A. E. Staley & Company. With Hill Blackett until joining Kastor’s 

as Vice-President and General Manager in 1946.” 
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Planning Gets Credit 
for Chirurg Success 


Unorthodox Methods Help 
Boston Agency Move Over 
$4,000,000 in Billings 


By JOHN CRICHTON 


Boston—One of the principal 
complaints of New England ad- 
vertising men is the gradual com- 
mercial de-flowering of New Eng- 
land. Despite the presence of 137 
advertising agencies in the area, 
no major account is placed wholly 
by a New England agency. 

One agency which is not com- 
plaining is James Thomas Chirurg 
Co., possibly because its 16-year 
history is one of consistent gains, 
and also because it has recently 
begun to pick off accounts in the 
New York area. 

This is highly satisfying to 
Chirurgians, who like to think of 
themselves as better equipped and 
more aggressive than their New 
England counterparts. “We’re on 
the make,” one Chirurg executive 
after another told AA, “and we 
see no limit to our progress.” This 
viewpoint, they feel, makes them 
unusual for Boston; the organiza- 
tion and extent to which planning 
and mechanization have been car- 
ried makes the agency unique in 
any city. 


ws The over-all boss of the agency 
is James Thomas Chirurg, a spare, 
hard-working business man. Chir- 
urg makes no claims to creative 
ability, and has centered his at- 
tention on selling his agency, plan- 
ning campaigns, and making sure 
the agency has a solid financial 
basis. Attention to selling made 
the Chirurg company the biggest 
in New England; planning is still 
a by-word in the Chirurg organi- 
zation; and the agency’s net worth 
has increased year by year. 

Chirurg was 26 when he started 
his own business; he thoroughly 
intended to retire at 40. He’s still 
working at 43, but says flatly that 
“I could have retired at 40, and 
I can retire any day.” In recent 
years he has paid more attention 
to the agency’s research, media, 
radio, financial and export depart- 
ments, which are lumped to- 
gether by the agency as the “facts 
division.” This division is Chir- 
urg’s baby, operates as a staff un- 
der his personal direction, and 
represents the implementation of 
his idea of the functionalized 
agency. 


ws These departments are, in Chir- 
urg’s opinion, the core of agency 
operation. Last year, from a gross 
operating income of $600,000 
(equivalent to $4,000,000 in bill- 
ings), Chirurg devoted $180,000 
to the operation of the “facts divi- 
sion”—“that’s the equivalent of 
$1,200,000 in billing,” he reminded 
AA. 


The facts division departments 
enjoy a singular degree of auton- 
omy. Once Media Director Helen 
Hirst has set a media list, after 
a plans board session, no account 
man may change it. Any fiddling 
with the media list is done by the 
client—when it leaves the agency, 
it represents the considered opin- 
ion of the Chirurg company, and 
Miss Hirst is responsible directly 
to Chirurg. 

Similarly, Richard Edsall, vice- 
president in charge of research, 
scans all copy, and may change or 
reject any copy which he thinks 
fails to fulfill the requirements. 


ws In fact, when the agency pre- 
sents the first piece of copy for a 
new campaign, it uses the “re- 
search-proved” technique. With 
the aid of a pliofilm overlay, each 
segment of the advertisement— 
beadline. illustration, copy, under- 


line, etc.—is analyzed, and the 
client can see why the agency 
chose these particular elements for 
the ad. 

The facts division operates for 
the benefit of the whole agency, 
with both the Boston and New 
York branches drawing on it as 
they need help. After Chirurg was 
well on the road to success as an 
industrial agency, he undertook to 
become a consumer agency also. 
At that time, he put even more 
emphasis on his facts division. He 
wanted complete service, and actu- 
ally hired Edmund Shea from 
Lever Bros. as radio director at a 
time when Chirurg’s annual bill- 
ing in radio was only $7,000. But 
Shea was to round out a part of 
Chirurg service, and the agency 
later acquired substantial radio 
billing. 


es Chirurg men are frequently 
nettled to discover, in the course 
of competitive presentations, that 
their competitors present an 
equally rounded service—by the 
simple expedient of awarding their 
executives more titles. The man 
who was merely a vice-president, 
account executive and media direc- 
tor on one presentation, becomes 
a v.p., account exec., media and 
research director on the next, if 
research is important to the pros- 
pective client. 

This annoys Chirurg. He has 
not yet found so effective a way 
to solve the problem as he did in 
the case of billings. For several 
years he was irritated in presenta- 
tions to discover other agencies 
advancing what he considered to 
be ridiculous billings; he had 
studied Dun & Bradstreet and felt 
quite confident no such billings 
as those claimed existed. 


mw In 1944 he began publishing an 
annual report. This was at first 
given only to employes, later to 
suppliers, and now goes to pros- 
pects and clients. The annual re- 
port tells concisely what happened 
during the year, describes the 
work of the departments, reports 
the billings, and recites net worth. 
It hit Boston advertising circles 
like a bombshell—and Chirurg has 
since been able to be brutally 
frank in appraising other agencies’ 
claims; his own cards are face up 
on the table. 

Those cards look pretty good, 
remembering that Chirurg opened 
his doors on March 1, 1933, just 
before the bank holiday. He had 
$1,000, an automobile, a one-room 
office, no accounts and no prom- 
ises. He billed $16,000 in his first 
year. It took him until 1938 to 
reach $500,000 in billings. By 1942 
he reached $1,000,000. Here’s the 
box score on billings and net 


Billings Net Worth 
1942 $ 1,052,000 ,000 
1943 1,388,000 106,000 
1944 2,156,000 136,000 
1945 . 2,651,000 178,000 
1946 2,801,000 ,000 
1947 3,171,000 265,000 
1948 4,150,000 000 
1949 4,000,000 + 332,000 


s Chirurg is inclined to think that 
the net worth will not keep going 
up; he thinks the agency has about 
as much money as it needs. In the 
future, dividends will probably be 
higher. 

In this respect, president Chir- 
urg isn’t being overkind to stock- 
holder Chirurg. For one thing, by 
the end of 1952 nearly 49% of the 
stock in the company will be held 
by employes. At present, half of 
Chirurg’s 60 employes are stock- 
holders. Their stock has always 
paid a $5 dividend, sometimes as 
high as $13, and a share costs the 
stockholders somewhere between 
$27 and $86. 


This too is original in New 


TOP LEVEL—Here President Chirurg (left) talks to George A. Frye, v. p. and gen. mgr. 
for New York, and Gordon Lane, who is v. p. and gen. mgr. of the agency’s home 
office in Boston. 


England, where family-owned and 
family-controlled businesses are 
the rule. But Chirurg’s shrewd 
business judgment paid off in this 
respect also. Despite the fact that 
Chirurg employes have frequently 
been offered considerably more 
money to move to another agency, 
the agency has never lost a stock- 
holding executive to another agen- 
cy. 


s In the event of Chirurg’s death, 
all the stock held by his family 
is erased through an insurance 
trust; the 49% held by his em- 
ployes becomes 100%. 

This attention to financial de- 
tail is a Chirurg characteristic. 
He looks closely at Dun & Brad- 
street ratings, and pays particular 
attention to young agencies. “I 
haven’t forgotten,” he says, “that 
nobody paid any attention to me— 
which enabled me to get going. 
So I watch the young guys.” 

The attention to D&B is reward- 
ing in other ways. The handbook 
which is given to each Chirurg 
employe uses a significant ap- 
proach in explaining the value of 
Chirurg stock held by employes: 
“At present, the dollar value of 
Chirurg employe-held stock ex- 
ceeds the total net worth of a 
number of sizable Boston adver- 
tising agencies!” 


e Along with Chirurg’s personal 
interest in financial detail goes an 
evangelistic belief in the power 
of advertising. The Chirurg agency 
takes its own medicine, advertises 
regularly, lists the agency as one of 
its clients. 

Back in the days when Chirurg’s 
total bankroll was a slim $1,000, 
half of it was earmarked for pro- 
motion. In 1937, one year before he 
had hurdled the half-million bill- 
ing mark, he became an adver- 
tiser in Fortune. Some agency 
competitors laughed—then. Chir- 
urg—mightily concerned about es- 
tablishing his agency’s name—con- 
tends that the advertising was 
worth in prestige every cent of its 
cost. 

In addition, Chirurg personnel 
have been inculcated with the 
boss’s preoccupation with making 
advertising more business-like, 
more scientific, more functional- 
ized. In most of the business papers 
of the advertising field, some 
articles by Chirurg, his New York 
copy chief (and oldest employe) 
Howard G. (Scotty) Sawyer, or 
research chief Edsall have ap- 
peared. 


e And Chirurg is the author of 
a new book, “So You’re Going to 
Choose an Advertising Agency,” 
which will appear in March, pub- 
lished by Funk & Wagnalls in con- 
junction with the Printers’ Ink 
Bookshelf. 

These articles are an interesting 
index of how the Chirurg com- 
pany changed. In the beginning it 
was primarily an industrial agen- 
cy, serving capital goods accounts. 
Chirurg’s unique contribution was 
the adaptation of many consumer 
techniques to the industrial field. 
Then began an invasion of the 
consumer field. Now the agency’s 
balance is roughly 60-40 in favor 


of industrial advertising, and 
James Thomas Chirurg expects to 
see it in balance shortly. 


ws Six years ago, Chirurg opened a 
New York office, and moved in 
Vice-Presidents George Frye, Saw- 
yer and Warren Buckley (who had 
been art director in Boston). 
At first the Manhattan branch was 
a purely service office, but gradu- 
ally its facilities were extended, 
although it still uses the facts 
division services, insofar as the 
buying of space and time, research, 
export or financial are concerned. 
Last year New York accounted for 
about half of the agency’s $4,000,- 
000 billing. 

In succeeding years, the New 
York branch may account for 
much more than its present 50%. 
Chirurg holds this view: “Further 
expansion of the agency,” he says, 
“will probably come in New York 
—that’s where the opportunities 
are.” 

However the future expansion 
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just what it says. Chirurg copy 
men pound out copy. “A Chirurg 
writer,” Boston copy chief Flavel 
Ray commented, “can turn out 
plenty of material. After all, the 
basic information has all been pre- 
sented to him by the research de- 
partment.” 

Chirurg account men contact 
accounts; “their job,” a Chirurg 
manual says briefly, “is to repre- 
sent the Plan Board in contact 
with the client...and the client 
in contacts with the agency de- 
partment heads.” They are in no 
sense autonomous; they do not 
control the account, they may not 
meddle with media lists, as was 
said earlier. When a Chirurg ac- 
count manager visits the media 
department, he goes to learn more 
about the reasons for selecting the 
various media, so he can explain 
the board’s thinking more easily. 


s “Planning” pops up regularly in 
Chirurg literature. The agency has 
not one, but five plans boards. 
Before a plan is made, the re- 
search department provides plan 
board members with a detailed 
analysis of the client’s problems, 
competition, standing in the mar- 
ket, relations with dealers, etc.— 
known in the agency as a “situa- 
tion study.” Out of the plans board 
meetings comes the basic thinking 
which will govern the agency’s 
creative staff and contact people. 

Planning and its emphasis may 
be a reflection of Chirurg’s early 
background. He was graduated 
from MIT, did graduate work at 
the Harvard Graduate -School of 
Business Administration. He did 
a brief stretch with the Foxboro 
Co., then entered the agency busi- 
ness as a 50% partner of K. R. 
Sutherland Co. (now Sutherland- 


TV MEETING—At a television group meeting to plan commercials are J. Nelson Clif- 
ford, film director; Wallace L. Shepardson, account manager; and Edmund J. Shea, 
radio and TV director. 


may come, none of Chirurg’s men 
is doubtful that it will come. In 
their book, Chirurg is destined to 
grow, because of (1) basic sales 
ideas, (2) functionalization, (3) 
planning. 


w Basic sales ideas is nearly a 
patented phrase in the Chirurg or- 
ganization. The “basic sales idea” 
is the crux of the selling play; a 
basic sales idea “uniquely d 
dramatically translates what you 
have to offer into terms of what 
the market wants.” 

Thus, for Whiting-Adams, the 
strategy consisted of a new name 
for the company’s paint brushes 
(Flow-Master), the adaptation of 
the gold handle, the issuance of 
a bond with each brush, and a 
statement—“Bonded Brushes. 
Since 1808...and still the best 
brush made!” 

For a new line of Bates shoes, 
aimed at the college market, it 
was a name (Phi Bates), capitali- 
zation of basic design advantages 
(hidden width at the ball of the 
foot... “slipper free where your 
foot bends”), the creation of a 
college board to assist Bates in 
picking styles which would sell, 
and a glossy assortment of dealer 
aids, plus a sharp copy tag-line: 
“Phi Bates—smartest shoe on the 
campus.” 


ws Functionalizing an agency means 


Abbott); he checked out of Suther- 
land to form his own agency. 


ws Yet Chirurg is not enamored 
of engineers; some time ago, he 
scanned the list of his 60 employes, 
discovered that only five had tech- 
nical backgrounds—and Chirurg is 
inclined to think it’s a good thing. 
Paradoxically, Chirurg’s Boston 
copy chief, Flavel Ray, wasn’t 
hired because he had spent nearly 
15 years with the old United Drug 
Co. as a copywriter; Sawyer hired 
Ray because Ray had started out 
to be an electrical engineer, and 
had a good technical working 
knowledge. 

Planning permeates the agency. 
Media Director Hirst is an advo- 
cate of “planned interviewing,” 
which means she allocates a period 
each spring in which publications 
are invited to come to Boston and 
spend as much time as they de- 
sire in bringing their selling story 
up to date. This doesn’t mean that 
media salesmen don’t call and call 
frequently on Chirurg. It does 
mean that they will usually see 
one of the buyers who work under 
Miss Hirst—their basic story, along 
with how their publications could 
help solve the particular problems 
of Chirurg clients, having been 


told early in the year. 


a How do salesmen like this pro- 
cedure? Strangely enough, nearly 
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PLANNED PITCH—The Chirurg agency be- 

lieves in listening to space salesmen. Here 

George Pomeroy, of Factory, talks to 
Media Director Helen Hirst. 


three-quarters of the salesmen 
like the procedure, think it is fair, 
and believe it makes their selling 
more effective. Part of this en- 
thusiasm may be traced to Chir- 
urg’s treatment of media sales- 
men, which is un-agencylike. 

Salesmen calling on Chirurg are 
handed a booklet which describes 
the agency, are invited to read the 
current annual report, are asked 
to pick a cigaret from the box 
which holds virtually all popular 
brands, and the receptionist wil! 
place local telephone calls while 
they wait. Further, the rule of 
the agency is that salesmen are to 
be seen promptly. 


s Nor is this kindness wasted; one 
of Chirurg’s effective promotion 
pieces recites the results of a poll 
taken among publication and radio 
salesmen. In the poll, (with the 
sponsor completely masked) sales- 
men were asked which New Eng- 
land agency, in their opinion, had 
the best facilities, with the various 
agency functions analyzed. Chir- 
urg won by a handsome margin, 
in every segment of the survey. 

This is a source of satisfaction 
to Chirurgians, because it demon- 
strates once more the invincibility 
of planning. 

Planning took Chirurg into his 
own agency (his trademark and 
calling card used to carry twin 
smokestacks—tacit evidence that 
any plant in production was a 
prospect for the new agencyman), 
planning took his agency out of 
the industrial field and into con- 
sumer goods, planning brought 
business out of the New York 
cockpit, and led to a New York 
branch. And planning led to his 
arrangement with Irwin Vladimir 
& Co., whereby Chirurg uses Vlad- 
imir’s associate agencies abroad, 
and has an exclusive agreement 
covering industrial accounts. 


e Planning also gave the agency 
a uniquely frank financial basis, 
which shows up in its contracts. 
Chirurg clients guarantee the 
agency a year’s. income, based 
either on a fee or on commissions, 
with the client having the option 
of which method he will elect. The 
minimum fee he will pay is $6,000 
—or $40,000 in billing. The con- 
tract explains, without legal ver- 
biage, that he will pay a 17.65% 
handling charge, and that sales 
promotion work is not included 
in the agency’s fee or commissions. 

When a prospective client meets 
the Chirurg agency, he is care- 
fully steered away from personal- 
ities. James Thomas Chirurg sells 
neither himself nor his satellites. 
In promotional material and in 
the articles he and his associates 
write, the distinction is sharply 


‘drawn between the one-man agen- 


cy, the multiple (or collection of 
one-man) agency, and the func- 
tionalized agency. He gets crisp, 
Straight talk about basic sales 
ideas, and how the facts division 
—hbolstered in recent months by 
the addition of Joseph A. Proctor, 
longtime Lever brand manager, 
as vice-president in charge of mer- 
chandising—can he!p him. 


= He gets the pitch from no spe- 


cialized new business man. Chir- 
urg doesn’t have one. The general 
managers—in Boston, Gordon 
Lane, who once covered the New 
England territory as an Esquire 
salesman; in New York, George 
Frye—have new business as their 
responsibility. 

If he buys Chirurg, then he gets 
the whole package. His sales and 
promotion problems are due for 
all the planning and research an 
agency remarkably devoted to 
planning and research can give 
them. And, if he follows the law 
of averages, one day his account 
will be described in one of Chir- 
urg’s case history promotion pieces, 
which detail the problem, the 
basic sales idea applied, and suc- 
cessful results. 
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Young Agency Names Two; 
Adds Three New Accounts 


Arthur Z. Berenstain has been 
named account executive and mar- 
ket research director of Young Ad- 
vertising Agency, Erie, Pa. George 


R. Rinderle has been appointed Pp 


production manager. 

The agency has been named to 
handle the advertising of Larson 
Laboratories, manufacturer of drug 
products; Eckers’s of Erie Inc., 
drug store chain, and Inter-City 
a Association of New York State 
ne. 


Brown-Forman Names Muller 


Curt G. Muller, ‘formerly man- 
ager of marketing research for 
Crosley Division, Avco Mfg. Corp., 
has joined the sales staff of Brown- 
Forman Distillers Corp., Louisville, 
as sales analyst. 


Paris Papers Report Sales 

Net sales of the Paris press, to 
the nearest thousand, for m- 
ber, 1949, for newspapers with 
100,000 circulation or more has 
been reported as follows: Morning 
apers—Parisien Libere, 454,000; 
Figaro, 418,000; L’Aurore, 348,000; 
L’Humanite, 234,000; France Ti- 
reur, 220,000; Ce Matin, 180,000, 
and Liberation, 133,000. For eve- 
ning papers the net sales were: 
France Soir, 581,000; Paris Presse, 
367,000; Ce Soir, 215,000; Croiz, 
164,000, and Monde, 159,000. 


Wolke to Central Commercial 
Robert E. Wolke, formerly with 
Young & Rubicam and before that 
advertising manager of NuTone 
Inc., has been named sales promo- 
tion and advertising manager of 
the Lowrey Organ division of 
Central Commercial Co., Chicago. 
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Universal Bleacher Appoints 


Universal Bleacher Co., Cham- 
paign, Ill., manufacturer of fold- 
ing, permanent and portable seat- 
ing, has appointed Grubb & Peier- 
son, Champaign, to handle its ad- 
vertising. School, athletic and 
architectural publications will be 
used. 


lf you have a sign problem, write us. 
United makes a wide range of 
enameled, lighted and unlig signs, 


Write for information. 


QUALITY METAL 
AND PLASTIC 


ADVERTISING § 


United Sound & Signal Co. Inc. 


COLUMBIA. FENN SYIVANSA 


WNS DIVIS 


Things ARE developing in North Dakota, where sales are 
better because income is higher. 1949 farm income ex- 
ceeded 500 million dollars, cash and bond holdings of 
North Dakotans were over one billion. And nine out of 
every ten city, rural and farm homes in North Dakota 
are reached by a well-read North Dakota daily news- 
paper, covering a market you can’t afford to overlook. 
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VALLEY city TIMES-RECORD 
BISMARCK TRIBUNE 
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THE FARGO Forum 
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Northrop Appoints Edwards 


Edwards Advertising Agency, 
Hackensack, N. J., has been named 
to handle the advertising of North- 
rop & Co., Spring Valley, N. Y., 
manufacturer of Bond-O sealing 
compound and Bond-O sealing 
gaskets. Trade publications, direct 
mail, catalogs and literature will 
be used. 


WXYZ Appoints Hal Neal 


Hal L. Neal has been appointed 
advertising, sales promotion and 
publicity manager of Station 
WXYZ, Detroit. With the station 
since 1943, Mr. Neal succeeds Dean 
Linger, who has been made ad- 
vertising and sales promotion man- 
ager of the American Broadcasting 
Co.’s central division in Chicago. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


Passing of SEC Amendments 
to Affect Large Companies 


WAsHINGTON—President Truman 
has thrown his weight behind some 
highly interesting amendments to 
the Securities and Exchange Act. 
If adopted, this legislation would 
force onto the public record an 
“X-ray” of the financial operations 
of several hundred large corpora- 
tions—including publishers like 
Time Inc., Crowell-Collier and 
Hearst Consolidated—which are 
not currently subject to reporting 
requirements of the Securities and 
Exchange Commission. 

Along with a large number of 
companies, including giants like 
Humble Oil, Rockwell Mfg. and 


By STANLEY E. COHEN, Washington Editor 


A&P, these publishers have re- 
tained considerable financial ano- 
nymity by trading their securities 
in the less-regulated “over-the- 
counter” market. While the smal- 
lest and most tightly held corpora- 
tions would still be exempt, the 
proposed legislation would require 
most of the important “unlisted” 
firms to coniorm to reporiing rules 
(applied to the regular stock ex- 
changes since 1934) calling for in- 
timate financial information, such 
as the salaries of executives. 


As far back as 1946, SEC charged | 
that many unlisted companies pro- | 
vided too little information for) 


investors. Last week, President 
Truman needled Congress 


action, asserting “there is no good 


for) 


reason” why “over-the-counter 
traders should not have the same 
protection which has been afforded 
in other markets since 1934. 

Publishers are a bit uneasy, also, 
over the appointment of Paul L. 
Styles to the National Labor Re- 
lations Board. A card holder in the 
International Typographical Union 
for 20 years, Mr. Styles is the first 
union member ever appointed to 
NLRB. But that’s not the rub. Pub- 
lishers recall that, as NLRB re- 
gional director in Atlanta, he is- 
sued a complaint against labor 
practices of the St. Petersburg 
Times, a celebrated’ “feather-bed- 
ding” case eventually decided in 
favor of publishers. 

eee 

While Congress tries to work 
out legislation taking the sharpest 
edges off wartime retail excise 
taxes, Treasury Secretary John 
Snyder is sunning himself on Flor- 
ida beaches. The Secretary started 
south within a few hours after 
telling the House ways and means 
committee that a 50% cut in ex- 
cises has to be offset by “improve- 
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How can the ‘yellow pages’ help 


my sales? They localize your national ad- 
vertising. While radio and publication advertising 
creates prospects for your product, the ‘yellow 
pages’ of the telephone directory lead them to 
your local authorized outlets. Surveys show: nine 
out of ten shoppers depend on the ‘yellow pages.’ 
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ments” in the tax laws, and a 
10% tax on television sets. 

Incidentally, nothing has hap- 
pened to upset the position taken 
in this space last week: Excise 
tax repeal cannot be effective be- 
fore July 1. 

ee e 

House small business committee 
is doing its best to try to worry 
the Federal Trade Commission. A 
committee report charged last 
week that the impression is 
“abroad today in the land” that 
the commission and its staff be- 
lieve certain anti-trust laws cannot 
be enforced. “The committee must 
know and the people must know 
whether Congress is justified in 
supporting FTC in its present cir- 
cumstances,” the report contends. 
The report presumably refers to 
the misgiving expressed by some 
FTC people over portions of the 
Robinson-Patman price discrimi- 
nation act. Rep. Wright Patman 
(D., Tex.), sponsor of the still 
controversial legislation, is chair- 
man of the small business group. 

| 

House judiciary committee was 
told by Justice Department’s anti- 
trust division that it should in- 
crease the penalty for anti-trust of- 
fenses by levying a $50,000 fine 
in place of the present $5,000. But 
FTC Associate General Counsel 
James W. Cassidy came up with an 
alternative suggestion. “To put real 
teeth into anti-trust penalties,” 
Cassidy said, “Congress should 
consider a fine totaling 5 to 10% 
of the net profits of the companies 
which violate the laws.” 

ee e@ @ 

Want to know what people eat? 
Agriculture Department’s bureau 
of human nutrition and home 
economics has some _ interesting 
facts contrasting diets of families 
with children and families with- 
out children. Per capita feeding 
costs of large families is smaller, 
because they use economical goods. 
Also large families use smaller 
quantities per person of meats, 
poultry, fish and fresh vegetables, 
the report says. 


\ 


eee 

Early in March, door-to-door 
salesmen will have their day be- 
fore the Senate finance committee, 
studying legislation expanding so- 
cial security coverage. The com- 
mittee is giving the legislation a 
fine-tooth going over. An exemp- 
tion for news dealers who are “in- 
dependent contractors” is virtually 
assured. 

e e@ e@ 

At the Press Club, a group was 
discussing the report that Charles 
Luckman, former Lever Brothers 
president, might be appointed to 
the Atomic Energy Commission. 
From the din emerged a clipped 
British voice: “Exactly what we 
need,” it said; “atom bombs with 
Irium.” 


Milburn Names Ronalds 


Rolands Advertising Agency, To- 
ronto, has been appointed by T. 
Milburn Co., Toronto, to direct 
campaigns for Burdock blood bit- 
ters, Milburn’s health and nerve 
pills and Dr. Wood’s Norway pine 
syrup. Daily and weekly newspa- 
pers will be used, supported by 
weekend newspapers, farm papers 
and spot radio on a number of On- 
tario and -Maritime stations. A 
fourth campaign is planned for 
summer and fall for Dr. Fowler’s 
extract of wild strawberry. 


Sears Names Kellstadt V. P. 


Charles H. Kellstadt, national 
retail merchandise manager, has 
been named a vice-president of 
Sears, Roebuck & Co., Chicago. He 
will have charge of the southern 
territory. Mr. Kellstadt, who has 
been with Sears since 1932, suc- 
ceeds Jackson F. Moore, who has 
resigned. 


WFMY Appoints Lambe 

Robert M. Lambe, formerly an 
account executive of WMPS, Mem- 
phis, has been named commercial 
manager of WFMY-FM, and 
WFMY-TV, Greensboro, N. C. 
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SHAKER GAL—Model Virginia Mcintyre 
was chosen by Diamond Crystal Salt di- 
vision, General Foods Corp., as the 
“Shaker Girl” in modernizing the Dia- 
mond Crystal label. The new design car- 
ries a description of the product on the 
back. Benton & Bowles, New York, han- 
dles the advertising. 


Strauss Lists Basic 
Rules for Buying 
Printed Materials 


Cuicaco—If buyers of printing 
would take printers into their con- 
fidence, they could save time and 
money, and improve the quality 
of their printed material, accord- 
ing to Joseph L. Strauss Jr., vice- 
president of the Hillison & Etten 
Co., Chicago printing concern. 

Speaking before the Chicago Ad- 
vertising Executives Club last 
Monday, Mr. Strauss asserted that 
in the majority of cases, printers 
are called in after all other deci- 
sions have been made. As a re- 
sult, it is difficult to effect any 
large savings on the printed ma- 
terial. 

In order for a printer to help 
his customer save money and at 
the same time prepare material of 
desired quality, he said, it is ad- 
visable to give the printer in- 
formation on: 

1. What the finished job is in- 
tended to accomplish. 

2. Whether the material is in- 
tended for customer, distributor or 
employe. 

3. Method of distribution (by 
mail, as an insert, or by dealers). 

4. The business policies or prin- 
ciples which the printed pieces are 
designed to reflect. 


a One of the most important items 
in reducing costs, he continued, 
is for both the customer and the 
printer to have the following in- 
formation about the printing quo- 
tation: 

1. Are all the specifications 
clearly and fully stated? 

2. Does the charge for compo- 
sition include typography or just 
typesetting? 

3. Is the paper stock specified 
the best for the job? 

4. Will the illustrations repro- 
duce to the best advantage? 

5. Are all the details of binding, 
finishing, folding, packaging and 
shipping included or planned for? 

6. If all the specifications are 
fulfilled, will the customer receive 
a job that will accomplish his pur- 
pose? 

“Elementary as some of these 
items seem,” said Mr. Strauss, “it 
is surprising how few buyers of 
printing observe them.” 


BotA Adds 10 Members 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has added the follow- 
ing dailies to its membership: 
Times, Amarillo, Tex.; Southeast 
Missourian, Cape Girardeau, Mo.; 
Enterprise-Record, Chico, Cal.; 
Ledger-Enquirer, Columbus, Ga.; 
Bergen Evening Record, Hacken- 
sack, N. J.; News, Lewiston, Mont.; 
News, Red Bluff, Cal.; Herald- 
Tribune, Sarasota, Fla.; Gazette, 
Stillwater, Minn., and News, Tus- 
caloosa, Ala. 


John Orr Young Moves 

John Orr Young & Associates 
has moved its offices to 113 W. 
57th St., New York 19. 
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in Dallas area Food and Drug Stores! 


Ay 
~ $680,000,000 
_. spent for food 


BT: 


and drugs in 
towns covered 
by The News 


CRESMER & 
WOODWARD 
Incorporated 
Representatives: 


New York 
Chicago 
Detroit 

San Francisco 

Los Angeles 


45,785 automobiles enter Dallas daily according to the Texas Highway Department. Dallas 
Merchants report that 40% of their volume is accounted for by customers outside the city. 
The News gives you the best coverage in the fabulous Dallas Market. For instance, 45% 
of the families in 218 towns along The News Motor Routes get breakfast-time home 


delivery of The News..in time for same day shopping! 


* Annual expenditure, 72-County Area. 


Che Dallas Morning News 


READ BY MORE PEOPLE THAN ANY DALLAS NEWSPAPER 
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DuMont Blasts 
Johnson, Jones 
at TV Institute 


Hooper Plans Another 
Service; Ross Reports 
on TV Program Costs 


New YorkK—Television is being 
“stifled by the arbitrary and un- 
informed opinion of two men— 
Sen. Edwin C. Johnson of Colo- 
rado and FCC Commissioner Rob- 
ert F. Jones,” Dr. Allen B. Du- 
Mont charges. 

Speaking before the Television 
Institute, the president of the Al- 
len B. DuMont Laboratories last 
week called for a letter writing 
campaign to congressmen urging 
the prompt lifting of the freeze 
on TV stations. 

“Senator Johnson’s committee 
{on interstate and foreign com- 
merce] exercises supervisory re- 
sponsibility over the FCC and 
hence the commission has seemed 
all too willing to follow his lead 
in the all-important matter of tele- 
vision, while Commissioner Jones 
as a member of the commission has 
no eye or ear for anything that 
doesn’t look or sound like color,” 
Dr. DuMont said. 


a “Why are these two men the 
greatest problem we face in tele- 
vision today? For 17 months no 
new construction permits have 
been issued for new television sta- 
tions by the commission, and, in 
my opinion, the primary reason for 
this 17-month-old millstone is the 
insistence by these two laymen 
that we standardize on a color sys- 
tem now before new channe!s for 
regular black-and-white television 
are allocated,” he continued. 
Asserting that setting standards 
for color TV now would be com- 
parable to having frozen medical 
science when blood-letting was the 
accepted cure, the video manufac- 
turer said a career in business and 
government for Senator Johnson 
and in law and government for 
Commissioner Jones hardly qual- 
ified them as “electronic experts.” 
Dr. DuMont mailed copies of his 
address to newspapers in the 89 
cities of more than 100,000 which 
have no TV facilities and to other 


Pioneer Qualatex 


Floating Billboards 
Can Sell More of Your Products 


Color, excitement, action, SALES — you 
get ‘em when you use Qualatex Advertis- 
ing Balloons in your promotions. Drop 
these potent “Floating Billboards” from 
a roof-top or plane, carrying your ad, 
lucky numbers, gift certificates, money- 
saving coupons, etc. Everybody scram- 
bles for ‘em. 

For concentrated sales effect at point of 
sale,in handouts, or as enclosed premi- 
ums, etc. you can't beat these Floating 
Billboards. Printed in fadeless, crackless 
pigments. There's a size and type for 
your advertising budget. Write our Ad- 
Service Department today for ideas, 
samples, prices. The 
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en Piencer Rubber Com 
oie pany, 108 Tiffin Road, 
[Situ att’ Willard, Obio 


cities served by only one or two 
stations. Through the papers he 
urged civic organizations, clubs 
and labor unions to get in touch 
with their congressmen and de- 
mand TV action. 

He repeated his contention that 
none of the three proposed color 
systems (CBS, RCA and Color 
Television Inc.) has been suffi- 
ciently perfected for use now (AA, 
Feb. 6). 


s Radio researcher C. E. Hooper 
announced that he will soon launch 
a new monthly service giving com- 
parable share of audience figures 
for radio and TV. A new Chart 
Book, showing a station-by-sta- 
tion, day-by-day breakdown for 
morning, afternoon and evening, 
will be published for New York 
in about 30 days. 

The service will be extended 
to 15 other TV cities by June and 
to 40 by October. 

Mr. Hooper had words of en- 
couragement for broadcasters on 
the subject of radio listening. He 
said: 

“The number of evening spon- 


sored radio programs is off 37% 
compared with four years ago. 
Set use is not materially dif- 
ferent in ‘radio only’ homes com- 
pared with four years ago. The 
result is that much of that 37% 
is now scattered among the shows 
which remain on radio. The aver- 
age rating on evening network 
programs was off but an insig- 
nificant one-tenth of a point in 
1949 compared with 1946—1946 
when the radio networks and sta- 
tions were sold out to happy ad- 
vertisers. The ratings I refer to 
were taken in metropolitan centers 
where TV has made its greatest 
strides.” 


s Discussing television costs, Wal- 
lace A. Ross, publisher of the “Ross 
Reports,” said that TV program 
costs have increased only about 
20% over a year ago—‘“due large- 
ly to the cooperation of unions 
which have not pressed for the 
increases that can ultimately be 
expected.” 

Mr. Ross estimated production 
costs (including rights and adapta- 
tions, talent, sets, props and cos- 
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tumes, film effects, music, direc- 
tors, producers and assistants, re- 
hearsal, etc.) as follows: 

1. Hour drama averages $15,000, 
ranging from “Ford Theater” ($20,- 
000) to “Kraft Theater” ($6,000). 

2. Half-hour drama averages 
$7,500, ranging from “Goldbergs” 
($6,000) to “Front Page” ($9,450). 

3. Comedy-variety-musical usu- 
ally runs between $10,000 and $20,- 
000, with “Texaco Star Theater” at 
a peak $25,000. 

Discussing the problems of costs 
from the standpoint of agencies, 
George Foley Jr., radio-TV direc- 
tor of Cecil & Presbrey, suggested 
that an agency should be able, by 
streamlining its operations, to make 
effective use of TV for the client 
and money for itself in the process. 


@ The fallacious belief that low- 
cost television is neither possible 
nor practical has kept a great many 
smaller agencies from getting into 
the medium, Ely A. Landau, TV 
director of Moss Associates, said. 
He suggested a campaign on the 
part of video stations and networks 
to correct this “misconception,” 
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which would directly bring in new 
business from the TV-minded 
clients of small agencies. 

Pointing out that the number of 
TV spot advertisers has increased 
400% in the past 12 months, John 
W. Brooke, video head of Free & 
Peters, cited a number of case 
histories showing the sales potency 
of various local stations. 

Hecht Co. started a Christmas 
shopping service program on 
WMAL-TV, Washington, and liked 
it so well it has been on continu- 
ally ever since. Home Containers 
Corp. bought a show on KRON- 
TV, San Francisco, to introduce a 
new product—the Fresherator, an 
air-tight container for storing food 
—and sold more than 40,000 in less 
than four weeks. A spot announce- 
ment costing $45 on a WNAC-TV, 
Boston, program brought 170 orders 
for a $7 nylon shirt. 


w One participation on a WXYZ- 
TV program in Detroit sold $10,- 
000 worth of kitchen equipment 
for General Electric Supply Co. Al- 
bin Enterprises, maker of Jiffy 
stitcher, plugged its $2.95 pro- 


What turns our readers 
into buyers ? 


where decisions to buy are made and brands 


Answer: The very thing that caused them 
to buy Better Homes & Gardens in the first place. 


What other three-million-plus* magazine is 
read only for its helpful information on leading 
a fuller life in a better home; for its how-to-do 
facts in editorials; and its whose-to-buy in ads? 


Everything in Better Homes & Gardens—yes, 


every editorial, 


every ad works to make people 


do things and buy things that will make their 
good lot even better, happier, pleasanter and 


more exciting. 


It works on both husbands and wives to create 
a buying mood. And it works on them at home 


are chosen. 


That’s why readers do so much buying from 


the pages of Better Homes & Gardens. That’s 
why it’s called “America’s Ist Point of Sale.” 


Wrap up all the reasons-why into one sentence 
and you have—Over 3,000,000 families of far 
above-average incomes who eagerly read Better 
Homes & Gardens every month solely for its 


100% service content on better living. 


Where could you find such a carefully screened 
market for your product, your service, your 
company but in Better Homes & Gardens? 


*3 293,000 Latut ABO - 
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duct on “Market Melodies” on 
WJZ-TV, New York, once, and 
drew $600 in orders, Mr. Brooke 
said. 

Robert Cochrane, program di- 
rector of WMAR-TV, Baltimore, 
described the activity of that sta- 
tion’s nine-man newsreel depart- 
ment. The Sunpapers’ station films 
a daily newsreel, covering activity 
throughout Maryland, for showing 
twice nightly as a part of what he 
called WMAR-TV’s “journalistic 
approach” to TV. 

In addition, the department also 
produces an average of 100 com- 
mercials for airing during a 70- 
hour week schedule, he said. 

The three day meeting of the 
fifth annual Television Institute 
was held under the auspices of 
Televiser magazine. 


Phillies Out in New Pack 

Bayuk Cigars Inc., Philadelphia, 
is marketing its Phillies cigars in 
a new package called Fresh Packs, 
replacing the regular Phillies 5. 
A campaign through Neal D. Ivey 
Co. will start regionally and ex- 
pand as distribution is accomp- 
lished. 


e ~2u count in ANE 


CENSUS SUPPORT—This poster, 
nial census i Bent 


prepared for the Advertising Council's 1950 decen- 
& Bowles, volunteer agency, will be shown na- 


tionally in March through the cooperation of the transportation advertising industry. 


‘Gazette-Times’ Revamped 


Publisher C. E. Ingalls and News 
Editor Myron K. Myers, principal 
owners of the Gazette-Times, 
Corvallis, Ore., are retiring from 
active participation and will be 
succeeded by their sons, Robert 
C. Ingalls and Bruce K. Myers. 
Robert Ingalls has been business 


manager and now takes over the 
editorial page as well. Bruce Myers 
has been sports editor and assist- 
ant news editor. 


Fisher Agency Moves 

The Montreal office of James 
Fisher Co. has moved to larger 
quarters at 149 Sun Life Bldg. 


a i a La See he ener. 


NBC Names 4 Supervisors 


National Broadcasting Co. has 
named four section supervisors to 
its newly created radio sales plan- 
ning and research department. 
They are: Howard Gardner, sales 
planning supervisor in charge of 
broadcast statistics, competitive 
media and market research infor- 
mation; Kenneth E. Greene, cir- 
culation supervisor in charge of 
station and network audience 
measurements; Raymond K. Man- 
eval, program research supervisor 
in charge of Schwerin testing op- 
eration and general program anal- 
ysis, and Dwayne Moore, ratings 
supervisor in charge of program 
audience measurements. All were 
formerly in NBC’s research de- 
pariment. 


Greenbrier Names Gilbert 


John P. Gilbert & Associates, 
Miami, Fla., has been named by 
the Greenbrier Hotel, White Sul- 
phur Springs, W. Va., as its pub- 
lic relations counsel. Byrne Bauer, 
promotion manager, has been ap- 
pointed director of sports and spe- 
cial events of the hotel, and 
Nancy White has been named 
publicity director. 


‘ 
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5% of Advertising 
to Back Economic 
System Suggested 


STAMFORD, CONN.—Major Ben- 
jamin H. Namm, chairman of the 
board of directors, Namm Store, 
New York, called for the formation 
of a new group of “five percenters” 
at a dinner meeting of the Con- 
necticut State Department of Edu- 
cation and the Stamford Chamber 
of Commerce Feb. 7. 

Mr. Namm, ex-president of the 
National Retail Dry Goods Asso- 
ciation, said that members of the 
“five-percenters” would consist of 
those who are determined to win 
back the good name and good will 
that really belongs to American 
business. 

“These ‘five percenters,’” he 
proposed, “would spend not less 
than that percentage of their ad- 
vertising and sales appropriations 
to sell their system along with 
their products. They would give 
the ‘commies,’ the radicals, the col- 
lectivists and the business-baiters 
the fight of their lives. And if they 
did so, they would win hands 
down, because the American pub- 
lic is just crying to be informed.” 

Pointing out that without ade- 
quate market facilities there would 
be no production and no jobs, Mr. 
Namm said: 

“The retailer has become the 
most important business man in 
America: He is the largest adver- 
tiser; he is one of the largest em- 
ployers of labor, and one of the 
largest taxpayers. The modern re- 
tail store is as vital a force in its 
community as it is in the economic 
structure of the nation.” 


Wasser Agency Reorganized 


Pete Wasser Co., Pittsburgh ad- 
vertising agency, has been reor- 
ganized and will now be known 
as Wasser, Kay & Phillips Inc. 
Lewis G. Kay, formerly a sales 
executive of Station WJAS, Pitts- 
burgh, has been made a senior 
member of the agency. William B. 
Phillips, account executive, has be- 
come a junior member. Officers of 
the agency are G. S. Wasser, pres- 
ident; Mr. Kay, vice-president and 
treasurer, and F. F. Wasser, sec- 
retary. 


Want To 
S-P-R-E-A-D 
Your Product 
Promotion To Cover 


ALL Industry? 


$110 COVERS 60,338 men who 
operate and engineer the biggest 
plants in all industries. 
52,083 of them in plants rated 
$100,000 up! 
S-t-r-e-t-c-h your advertising 
dollars for more sales. Write for 
our up-dated “IEN PLAN”, 
CCA Statement and a sample 
issue. 
Circulation 60,338... 
65,174 Distribution 
Good for SELLING... because 
...Used for BUYING. 


INDUSTRIAL 
EQUIPMENT 
NEWS 


THOMAS PUBLISHING CO. 
461 Eighth Ave., New York 1, N. Y. 
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Along the Media Path 


e Haire Publishing. Co. has re- 
leased market studies in four of 
the fields covered by its publica- 
tions. The four-page booklets cover 
housewares and appliances; corsets 
and brassieres; home furnishings; 
and handbags and fashion acces- 
sories. 


e In addition to its offer to “guar- 
antee advertising results,” Coronet 
now is plugging its merchandising 
awards contest for dealers who tie 


DRESSING . - 
; Samer sani bi Sekebalen ‘4 
THE LETTER SHOP, Inc. 


481 6. Dearborn St., Chicago 5, Illinois 


in with Coronet ads. The stimulus 
of $75 monthly awards and $1,000 
annual awards in each of six clas- 
sifications has, according to the 
publication, produced record- 
breaking sales for a number of ad- 
vertisers, including Nescafe. 


e Setting up a television station is 
an expensive operation, but KSD- 
TV, St. Louis’ only video station, is 
pointing out that the Post-Dispatch 
—owner of the station—last year 
carried 515,102 lines of television 
advertising, worth $241,971 in rev- 
enue. This additional money, KSD- 
TV points out, is helping the pa- 
per offset steep TV station costs. 


e@ “We've come a long way since 
1900” says the Woman’s Home 
Companion, and has just issued a 
16-page scrapbook-type brochure 


to prove it. The photos compare 
views of Fifth Ave., automobiles, 
and typical living rooms, bedrooms, 
dining rooms, kitchens and bath- 
rooms in 1900 and today. The 
booklet, a reprint of a feature in 
the January issue, also compares 
pages, circulation and advertising 
volume of the publication in 1900 
and 1950. 


e Harper’s Magazine’s latest pres- 
entation, on Harper’s as a medium 
for TV set advertising, says that 
77.3% of the magazine’s circula- 
tion is in areas where TV now is 
available. In addition, the presen- 
tation shows data on income, TV 
set ownership by brands, and men- 
tions that 57.5% of its readers 
plan to purchase receivers within 
a year. Data was based on a Sep- 
tember mail questionnaire, with 
3,010 respondents, conducted by 
International Public Opinion Re- 
search Inc. 


e A new, modern, 325,000 square 


foot plant will be constructed in!] 
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Milwaukee by Milprint Inc., print- 
ing and packaging material con- 
verter concern. The new plant, lo- 
cated on a 22-acre site, will bring 
together operations of three other 
plants and a warehouse. The com- 
pany expects to have the building 
in operation by next January. 


e William H, Fetridge, vice-pres- 
ident of Popular Mechanics Co., is 
elated over an editorial in a Co- 
penhagen Communist newspaper 
condemning Popular Mechanics’ 
new Danish edition. Although oth- 
er Danish papers welcomed the 
newcomer cordially, the newspaper 
Land Og Folk said that it was 
designed for “those wealthy Amer- 
icans who have automobiles, vil- 
las and workshops with electric 
drills, lathes, etc.” 


Hixson to Palm & Patterson 

James E. Hixson, formerly new 
business manager and account ex- 
ecutive of Purse Co., Chattanooga, 
has been appointed an account ex- 
ecutive of Palm & Patterson, Cleve- 
and. 
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in ABC city zone... 


tomotive advertising. 


THE SACRAMENTO BEE 


Reaches 9 out of 10 families 
half 
of all families in 19-county 
trading area. Of all papers 
in the West, Media Records 
rank it 1s¢ in total daily au- 


Make sure you land in California's Billion Dollar 


THE MODESTO BEE 


in ABC city zone. . 
ty. The only 


4 US. average! 


Reaches 9 out of 10 families 
. half of 
all families in Stanislaus Coun- 
daily paper in 
Modesto —a city with per 
capita food sales 323% above 


average by 40% . 
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the families in 4- -county 
ABC trading area. Largest 
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DOLLAR J cated in nation’s #2 test 


market. 


or no competition! 


National Representatives... 
New York + Los Angeles * Detroit * Chicago * San Francisco 


Valley. Per capita food sales there top the U.S. 
. total retail sales are more 
than twice Pittsburgh’s.* But you jump to the 
wrong conclusion if you figure coast papers cover 
this inland market. They don’t, any more than 
Cleveland papers get around Pittsburgh. 

You cover the Valley only with strong /ocal 
papers —the three McClatchy newspapers. In an 
area containing three-quarters of the Valley's buy- 
ing power, The Sacramento Bee, The Modesto Bee 
and The Fresno Bee far outcirculate all other 
papers —local or West Coast. 
them, in its own rich part of the Valley, has little 
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O'MARA & ORMSBEE, INC. 
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|. JOYNA COOLER 
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=~ 


- MICRO FILTER 


CPPCIELNTTY REMOVES 999°. OF BEST AND POUR 


RANE RES 


SHOWS HOW-—Mitchell Mfg. Co., Chi- 
cago, has prepared this retail tloor dis- 
play of Masonite and wood, which holds 
an actual air conditioning unit. Trade 
publications and cooperative newspaper 
ads are scheduled, as well as direct mail 
material imprinted for individual dealers. 


Second National TV 
Meeting in Chicago 
Set for March 6-8 


Cuicaco—H. C. Bonfig, vice- 
president of Zenith Radio Corp., 
will address the second National 
Television Conference here March 
6-8 on the latest developments in 
Phonevision. 

Mr. Bonfig will be followed by 
Robert’ O’Brien, secretary-treasur- 
er of United Paramount Theaters, 
who will discuss theater televi- 
sion—“the theater owner’s con- 
tribution to television.” 

A total of 42 speakers has been 
scheduled for the three-day meet- 
ing. One of the first panel dis- 
cussions will cover the station’s 
point of view on time sales, the 
agency timebuyer’s objectives and 
the client’s interest in time pur- 
chases. 

Other panel meetings will cover 
creating, writing and directing pro- 
grams for TV; problems faced by 
successful stations in various mar- 
kets and solutions to those prob- 
lems; a discussion of the color TV 
issue, and the effectiveness of video 
as a sales medium. 

The conference is sponsored by 
the Chicago Television Council. 
Reservations may be made through 
Kay Kennelly, Olian Advertising 
Co., 35 E. Wacker Dr., Chicago. 


Issues Annual Report Into 


Reuter & Bragdon, 610 Wood 
St., Pittsburgh, designer and pro- 
ducer of annual reports, has pub- 
lished a brochure, entitled “Cor- 
porate Annual Report Require- 
ments.”’ The brochure contains the 
regulations of the Securities and 
Exchange Commission for cor- 
porate annual reports. It also 
covers the requirements of Dela- 
ware, Indiana, Kentucky, Mary- 
land, New Jersey, New York, 
Ohio, Pennsylvania and West 
Virginia. 


If you ‘have [YOUNG] 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
with ideas... 
suy COSMOPOLITAN 


America’s Most Exciting Magazine 
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‘Hawk-Eye Gazette’ 
Ads Rated High in 
Continuing Study 


New YorK—Two national ad- 
vertisements in the Dec. 14, 1949, 
issue of the Hawk-Eye Gazette, 
Burlington, Ia., ranked among the 
all-study leaders in their respec- 
tive categories on the basis of their 
per cent scores, the Advertising 
Research Foundation reports in 
study No. 135 of its Continuing 
Study of Newspaper Reading. Two 
other national ads placed among 
the all-study leaders from the 
standpoint of the size-equalizing 
index, which takes into considera- 
tion the size of an advertisement 
as well as its per cent score. 

In addition, five ads in the is- 
sue of the Hawk-Eye Gazette 
studied attracted sufficiently high 
attention to rank among the ten 
highest scoring ads, the report says, 
and one news story attracted the 
highest women’s readership of any 
story measured so far in the con- 
tinuing study. Another general 
news story gained a two-way tie 
for sixth place in the men’s all- 
study list of top-ranking news 
items. , 


s A 1,176-line Ford automobile ad | 
scored 44% for men and 26% for. 


women, giving it a three-way tie 
for seventh place on the all-study 
list of highest. scoring national 
automotive ads. In this study, the 
ad topped the men’s list of high- 
est scoring national ads and placed 
second on the women’s list. The 
layout followed a picture-cutline- 
copyblock technique similar to 
that used by various picture mag- 
azines. 

A 462-line ad for White House 
milk attracted 26% of the men and 
55% of the women. This score is 
the second highest recorded to date 
in the groceries-foods classifica- 
tion. The display took first place 
on the women’s list of highest 
scoring national ads in the sur- 
veyed issue. It tied for second place 
on the men’s roster with a 672- 
line Buick ad, which gained fifth 
place on the women’s list. 

A story on Page 2, which was 
a follow-up on the murder of a 
local girl at the University of Iowa 
several days previously, attracted 
90% of the women. This was the 
highest score ever recorded in the 
continuing study for women’s read- 
ership of a news story. It placed 
second on the men’s list at 76% 
for that day. 


# Based on the size-equalizing in- 
dex, an 84-line advertisement for 
the Northwestern Bell Telephone 
classified directory took over fourth 
place on the all-study list in the 
public utilities category, with a 
women’s index of 83. The men’s 
index rating for a 1i26-line Har- 
vester cigar ad was 95, which gave 
it fifth place among all-study in- 
dex leaders in the tobacco prod- 
ucts classification. 

The men’s list of highest scor- 
ing local ads in the surveyed is- 
sue was composed of three depart- 
ment store and two clothing store 
ads. Topping the list at 47% was 
a full-page ad for Sears, Roebuck 
& Co. It placed second on the wo- 
men’s list at 69%. 

Among women, Klein’s clothing 
store ad was tops with a score of 
72%. The same full-page display 
took fifth place on the men’s list 
at 23%. 


BSF&D Names Barlow V. P. 


Lawrence C. Barlow, account 
executive and a member of the 
agency plans board, has been 
named vice-president of Brooke, 
Smith, French & Dorrance, De- 
troit and New York. 


Glynn Joins Walker Co. 


Jerry Glynn, Chicago manager 
for Sponsor for the past year and 
a half, has been appointed Chicago 
office manager of Walker Co., ra- 
dio representative, 


Issues Latin American Guide 

The American Foreign Credit 
Underwriters Corp., New York, 
has issued the 1950 edition of “Mar- 
ket Guide for Latin America.” The 
new edition lists more than 95,000 
individual buyers and sales repre- 
sentatives. 


Form San Francisco Agency 
Richard N. Meltzer and Clarence 
B. Horowitz have established Con- 
solidated Advertising Agency, with 
offices at 785 Market St., San 
Francisco. Evelyn A. Ladd has 
been appointed media director. 


M-G-M Radio Sales Boom 


More than 150 stations are now 
subscribing to the Metro-Goldwyn- 
Mayer transcription service, New 
York. Thirty-six outlets were 
added to the list during January. 
Eight programs, featuring top Hol- 
lywood names, are now being of- 
fered to stations by M-G-M. 


Laidlaw Opens Own Studio 

George R. Laidlaw, formerly on 
the art staff of Dancer-Fitzgerald- 
Sample, has opened his own office 
as a free lance artist at 535 Fifth 
Ave., New York. 


es eR Sere: 


Boston Store Boosts Two 

The Boston Store, Milwaukee, 
has promoted Joseph A. Deglman 
from publicity director to general 
merchandise manager. Robert 
Heinz has been advanced from ad- 
vertising director to publicity di- 
rector. 


Jessie Miller Names Gratt 

Harry Graff Advertising, New 
York, has been retained to handle 
the advertising of Jessie Miller Co., 
manufacturer of Reno brassieres. 
Consumer and trade publications, 
plus direct mail, will be used. 
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Packard Appoints Brodie 


Packard Motor Car Co., De- 
troit, has appointed George H. 
Brodie vice-president in charge of 
coordinating operations. In his new 
post, Mr. Brodie will coordinate 
all Packard engineering, manufac- 
turing, sales, special projects and 
governmental programs. 


Frankenmuth Brewing to R&R 

Frankenmuth Brewing Co., 
Frankenmuth, Mich., has ap- 
pointed Ruthrauff & Ryan, De- 
troit, to handle the advertising of 
Frankenmuth beer. 


bring your layouts to life: print on 


INTERNATIONAL Tonderoga foul 


Good eye-appeal, good all the way through! That’s watermarked 


Ticonderoga Text—combin‘ng distinctive appearance with top performance and 


surprisingly low cost. Use with letterpress, offset, gravure. Specify for book jackets, 


brochures, programs, announcements, your finest printed matter. In 7 colors 


plus cream and brite white; laid and wove, envelopes to match, plain 


and deckle-edged. Where the job calls for it—team it up with 


Ticonderoga Coverweight in matching colors! 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL 


PAPE 


for Printing and Converting 
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your best buy! 


“RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, 
ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . . ADVER- 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


“The response from 


HELP WANTED 


in na display 


aa on 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Harrison 17-2063 Chicago 

“AGENCY SALESMAN WANTED 
Established Chicago agency seeks young 
man with ability to sell agency services. 
Generous compensation and full agency 
help in developing billings. 

Box 2955, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Silk Sereen Process Sign Mfr. 


N. W. Ohio, specializing we signs - 
ith Adv. sales 


Bo 
100 E. Ohio St., Chicago 11, Il. 


M. B. MUENCHL..........:00000000 PLACEMENTS 
Advertising Editorial Promotion 

TOM MCCALL & ASSOCIATES 
8 S. Dearborn St., Chicago 3; CE 6-6973 


SALES PROMOTION AND 

ADVERTISING MANAGER 
Long established manufacturer, having 
over one million in assets, with sales of 
several millions a year, seeks man to or- 
ganize and build sales promotion depart- 
ment from scratch. Must know promotion, 
merchandising, advertising and printing 
detail; have ideas and sales instinct and 

ble of conducting meetings with 


Information for Advertisers 


No. 3515. Farm Home Improve- 
ments Studied. 

In an exhaustive new book, 
“What’s Happening in the Nation’s 
Top Farm Family Homes,” Suc- 
cessful Farming reports on recent 
purchases and future plans in farm 
home construction, remodeling, 
and redecoration; and gives details 
on 34 product classifications, from 
siding and roofing to silverware, 
sinks, and sewing machines. 


No. 3516. Mechanical Pencils for 
Novelty and Premium Distribu- 
tion 

Ritepoint Co., St. Louis, . offers 
an extensive new catalog illustra- 
ting mechanical pencils for various 
applications, in a wide range of 
prices. Forty-five different styles 
are shown, including the “Cellini 
Filigree” and such novelties as the 
golf-meter pencil; calendar pen- 
cils; can, bottle, and sack top pen- 
cils (showing the product adver- 
tised in miniature), etc. Details of 
the new Ritepoint lighter with 
transparent plastic fuel reservoir 
also are given. 

No. 3518. Measuring Results of 

Industrial Advertising. 

In a booklet entitled “How to 
Measure Results of Industrial Ad- 
vertising,”” Putman Publishing Co. 
offers the entire text, reprinted 
from Industrial Marketing, of 
William A. Marsteller’s address 
before the ANA. As vice-president 
of Rockwell Mfg. Co., whose 17 
divisions produce over 2,000 items, 
Mr. Marsteller has had broad op- 
portunity to develop and prove 
a wide variety of control tech- 
niques for all phases of industrial 
advertising. In this booklet, he tells 
how. 


No. 3519. Quick Guide to Iowa 

Farm Market. 

“Iowa Farm Sales Facts” is a 
new market data folder offered 
by Iowa Farm & Home Register, 
containing breakdowns of new 


Note: Inquiries for items listed above will not be serviced beyond March 27. 


USE COUPON TO OBTAIN INFORMATION 


ADVERTISING AGE 


| Readers Service Dept., 
100 E. Ohio St., Chicago 11, Ml. 


Please send me the following (insert number of each item wanted) 


1950 figures on farm homes, cash 
farm income, livestock sold and on 
hand, value of farm equipment, 
census of tractors, combines and 
cornpickers, electrification, run- 
ning water, poultry, etc. Compari- 
sons with 6 other leading agri- 
cultural states show Iowa’s rela- 
tive position economically. 


No. 3520. J. Walter Thompson Sur- 
veys the Year Ahead. 


In a new booklet, “Marketing 
Opportunities 1950,” J. Walter 
Thompson Co. presents a study of 
the year ahead, prepared by the 
agency’s vice-president and direc- 
tor of media & research, Arno H. 
Johnson. Illustrated by many 
charts and breakdowns, the booklet 
views the coming marketing pic- 
ture in the light of national in- 
come, population, real purchasing 
power, etc., to arrive at the studied 
conclusion that 1950 business can 
run $10 billion ahead of last year 
if the increased potential is prop- 
erly exploited. 


No. 3521. New Survey of Needle- 
work Market. 


Here is an exhaustive new study 
of the home knitting, crocheting, 
embroidery and handcraft market 
entitled “Results of Research,” of- 
fered by McCall Needlework. 
Based on replies to 1,400 question- 
naires, it covers women’s hand- 
work likes and habits; purchase 
of patterns and materials; mail 
order vs. store buying; age, em- 
ployment, marital and economic 
status of respondents. 


No. 3526. A $2,600,000,000 Male 
Market. 


Pointing out that more than 25% 
of the Army’s $2% billion payroll 
goes across PX counters, Army 
Times offers a new booklet, “Ask 
P.I.0.—He Knows,” giving market 
and media data, and telling how to 
get products listed, how they are 
ordered, how paid for, etc. 


be 
distributors and salesmen. Age 35-45; 
work and reside in Grand Rapids, Michi- 
gan, with occasional field trips. Salary 
$7500 to $10,000. Real opportunity with ag- 
gressive, expanding concern having top 
manufacturing and engineering ability. 
Please write in detail, giving every fact 
you yourself would want if you were hir- 
ing the man descri 
Box 2961, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2 0115 Chicago 


TOP-NOTCH Flinn nese SALESMAN 
WANTED for pr tion and pper sell- 
ing in Lubbock, Texas. HALL & CO., AD- 
VERTISING, 1007-A 13th Street, Lubbock, 
Texas. 


Dominant radio station in primary south- 
western market, with TV companion sta- 
tion, has opening for experienced, AAA-1 
salesman with proven results record. Op- 
portunity, salary and working conditions 
are inviting. 

Box 2965, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED AGENCY PERSONNEL 
COPY . ART . PRODUCTION 
Ask for Elinor Kent 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State ar. 7-6520 


POSITIONS WANTED 


SPACE SALESMAN AVAILABLE 
New business producer. College graduate. 
Traveled Chicago and Middle West. 

Box 2950, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Artist, versatile, newspaper experience, 
good style childrens’ illustrations, knowl- 
edge of production, aiming for position on 
house organ. Age 32. 

Box 2943, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


CONFIDENTIAL 

Now in comfortable top level rut—direct- 

ing millions in national billing for me- 

dium agency. Want more wy Ay key 

spot for top agency only. $35, to start. 
Box 2947, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 


I’M HAPPY WHERE I AM! 

I like my clients, I like my boss, and I 
love my wife. And the feeling is mutual. 
All-around small agency man, with no il- 
lusions about himself, wants fresh slant 
(twice in a decade) before he gets any 
happier. Mail cou...pardon it!—write 
for resume. Money is audible at ro 
Box 2957, ADVERTISING AG 

100 E. Ohio St., Chicago 11, “i 


VERSATILE CREATIVE ARTIST wants 
MODERN CREATIVE LAYOUTS, SPOT 
DRAWINGS, STYLIZED LETTERING, 
PACKAGE DESIGNING, in fact a com- 
vlete packaged art job. Either on a free- 
lance basis or steady position (not an Art 
Studio). 

Box 2958, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST - CREATIVE MAN 
Layout man and illustrator now employed 
on top national accounts seeks opportun- 
ity to organize or head up Art Department 
of agency or business. Experienced in all 
phases of art and productions. Opportun- 
ity for growth essential. 

Box 2959, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


VERSATILE ADVERTISING WOMAN 
now sales promotion manager 2 million 
operation desires top-flight association 
15 years experience agency, radio, news- 
paper, fashion, retail. Energetic, intel- 
ligent, personable. Can produce results. 
Please write 

Box 2960, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I. 


ADVERTISING PRODUCTION MAN 
Experienced in all phases of agency pro- 
duction and procedure. Experienced in 
vrinting production, both offset and let- 
terpress. Hard worker, knows his bus- 
iness, can be a definite help in any of 
your production problems. 

Box 2962, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


PART TIME ART DIRECTION 
Free lance advertising designer seeks 
space with Chicago manufacturer needing 
part time art direction, layout, produc- 
tion. Modern, functional approach to vis- 
ual organization of advertising material. 
x 2970, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


PRAIAB wcccrscsorsvorecseveresveseverccessorecerseresececsesossesovevecessetooses TITLE 

COMPANY 

SNEED - Lievecsancctisnasinsenstibysoesoostbenossinnapstdosespeobssesevapeandenscsescessesasvsnsdbenesonsndeveesonconeees 
CITY & ZONE STATE 


~ a | 


EXPERIENCED PRODUCTION MAN _ 
9 years agency production manager. Except. 
— incl. creative layouts. Chi only. 
ADVERTISING AGE 


ASSISTANT ADVERTISING MANAGER 
Comprehensive printing plant experience, 
Advertising Production Mgr., Art Depart- 
ment Supervisor, Office Mgr., College, 
all blend to make some busy advertising 
or sales yy a reliable and produc- 
tive istant ideration for greater 
opportunity. pa, 4 years ad agency ex- 
perience. Presently employed in large 


ad agency. 
Box 2963, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
I'LL GO TO CHINA 
for the right kind of job. Young, crea- 
tive ad man with Chicago agency copy, 
TV script & contact experience desires 
one-way ticket to opportunity. College 
grad, married, excellent references and 
samples of past work. 
Box 2967, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WHAT CAN YOU OFFER FOR IDEAS? 
Ideas—that are going to waste in Art 
Dept. of large Eastern Outdoor Adv. Co. 
Ideas—plus layouts, pkg., poster, book- 
let design, finished art. Fed up at being 
little fish in big pond, would like to 
try being a whale in a puddle for a 
ae $6500 bait would do to start. 
x 2969, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
EDITOR-WRITER—Desires editorial job 
on small or medium trade publication in 
Chicago area. Knows editing, writing, re- 
writing, layout and production. Hardwork- 
er, idea man who takes responsibility. 
Box 2968, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Will Trade will to learn, long hours, and 
creative potential for chance with agency, 
daily, or magazine. Contact Gordon 
Hearne, USC English grad, 130 S. Cor- 
onado St., Los Angeles 4, California. 
SEASONED AD MAN 
offers Chicago Company or agency 20 year 
all-around background enriched by ad 
managership and agency copy-contact ex- 
perience. Strong in direct-mail. Knows 
production. Top references. 
Box 2973, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, ml. 


ARTIST - CARTOONIST 

With present employer 3 yrs; lettering & 
ceramic label design—layout & finished 
art. Knowledge of type & reproduction 
processes. Expd. free-lance gag cartoonist. 

Box 2971, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
COPY MAN, with mature experience in 
agency, catalog and editorial fields. Spe- 
cial knowledge of farm, industrial, me- 
chanical and technical lines. Located in 


Chicago. 

Box 2974, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Creative layout artist, 30, topnotch. 8 
yrs. exp. on trade and national accounts. 
Crisp modern roughs and comps. 

Box 2972, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


~ REPRESENTATIVES AVAILABLE 
PUBLISHERS’ REPRESENTATIVE 
Active, established representative with 
experience and know-how, covering Chi- 
cago and several adjacent states, interested 
in representing a sound business publica- 
tion in gy area. 
Box 2966, ADVERTISING AGE 
100 E Ohio St., Chicago 11, Ill. 


"MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
MONTHLY CARTOON SERVICE 
For House Organs-Trade Journals-Adver- 
tisers. Economical-Modern-Send for folder. 
Humor House 55 S. Audubon, Indianapolis 
TOO MANY DEADLINES TO MEET? 
Let us help you catch up! 

Editor, artist and agcy production gals 
will do rush jobs, free-lance. Copy, art- 
work, re-writing, typing and editing man- 
uscripts, indexing, proof-reading, paste- 
ups—ANYTHING you don’t have time to 
do. Low Rates—Fast Work! Jane Clark, 

1521 Sherwin, Chgo 26. HO. 5-2427. 


WANTED: 


NEW YORK AD AGENCY 
WITH BILLING OF 
$2-$6 MILLION 


Outstanding advertising man in early 
thirties wishes to talk to President of 
medium-sized agency—one with g 
account diversification, progres- 
sive, and able to do a complete adver- 
tising job. 


This man can offer a combination of 
talents and contacts that are ideal for 
increasing your present billings: ten 
years of creative advertising and mer- 
chandising, selling experience direct- 
to-management and direct-to-con- 
sumer, background in show business 
(nice for the TV days ahead), an engi- 
neering education (for industrial ac- 
sounts and the industrial side of gen- 
eral accounts), | the right type of 
contacts. Not rgetting, of course, 
ideas that move merchandise . . . that 
sell clients’ products. 

He is willing to take a cut from his 
present five- re salary, but only for 
the right opportunity that will offer 
unlimited earnings for the future. He 
is definitely not looking for a stop- -gap 
job, nor a two or three year proposi- 
tion, but a connection that will last a 
lifetime. If this makes sense, write 
now to: 


Box 7539, ADVERTISING AGE, 


Advertising Age, February 13, 1950 


SALES 
REPRESENTATIVE 


¢ IF YOU live in a metropolitan 
center where advertising pc poor 
ing are produced, we offer you an 
opportunity to represent a company 
whose products are being used by 
the country’s leading advertisers. 

You will call on advertisers, 
agencies and printers. You will get 
a protected territory with full com- 
mission on all orders. A steady 
volume of repeat business can 
easily be cultivated. 


Our company has been in busi- 
ness for 15 years, is now operating 
at the largest volume in its history. 
KLEEN-STIK is being used by 
many of the largest point-of- ~pur- 
chase advertisers. Their samples in 
your sales kit will make your sell- 
ing job an easy one. We will back 
your sales effort with a constant 
flow of inquiries from our publica- 
tion advertising and direct mail. 

We prefer a man who is now 
successfully selling some type of 
advertising or a specialty in the 
graphic arts field. You will not have 
to give up your present connection, 
Write direct to: 


KLEEN-STIK PRODUCTS, INC. 


225 N. Michigan Avenue 
Chicago 1, Illinois 


INDUSTRIAL ADVERTISING 
MANAGER 


for excellent opportunity imme- 
diately as divisional advertising 
manager handling advertising 
and sales promotional activities 
of building materials and indus- 
trial division of top-rated fifty- 
million concern located in me- 
dium-sized midwest city. Will 
operate practically independ- 
ently working with divisional 
managers and agency men under 
general supervision of corpora- 
tion advertising manager. Un- 
limited opportunity for man 28 
to 35 with fast growing concern 
now developing new products 
from exciting, versatile basic 
material. Salary to $8,000 de- 
pending on experience and other 
qualifications. 
Box 7542, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING COPYWRITER 
AND LAYOUT ARTIST 


Chicago Food manufacturer wants 
young man who has creative abil- 
ity, can make good comprehensive 
layouts, and write selling copy. 
Must have about 5 years practical 
experience. Good opportunity 
with a variety of work and excel- 
lent chance for advancement. 
Give complete details in letter. All 
replies confidential. 


Box 7537, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WHEN YOU WERE IN MY SHOES... 


Before you became Ad M or A 

Exec you were probably the kind of guy who 
always strived to be the very guy you'd want 
working with you if you were in your boss's 
shoes. You're probably still that same sort of 
guy. Well, I strive toward that same aim, too, 
so you can count on me to originate and follow 
through on Sales Promotion, Direct Mail, Pro- 
duction, Publicity, Public Relations. I'd be get- 
ting the details done while you concentrated on 
your important executive duties. Employed and 
solid experience with large, branded consumer 
goods corp. I’m 29, a Californian transplanted 
in New York, happy and efficient in either place. 
Box 7538, ADVERTISING AGE, 

11 E. 47th St., New York 17, N. Y. 


“ae 


Adve 


mon ART SALES 

Loses western Art and Photography 
Studio has openings for two top drawer art 
salesmen. Studio is fully staffed to handle 
jobs ranging from small complete 
catalogs. The men we seek may not now be 
selling. art but if they know the business and 
Possess proper contacts plus the desire and 
— to ry & positive job, Y ! can effect 

ent sound connection offering plenty 
° room for progress 

ISING Ai 


Box 7520, ADVERT GE 
100 E. Ohio St., Chicago 11, Il. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


2964, 
100° E. Ohio St., Chicago 11, Ill. 


11 E. 47th St., New York 17, N. Y. 
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Advertising Age, February 13, 1950 


Who Lives Next Door ? 


agree with you. 


So what? 


@ What's wrong, Joe? You finally got that new 
house, didn't you? You ought to be real happy. 
But you look like you ate something that didn't 


Worried about the people next door? Why? 
Different religion? Different sounding names? 


VAPR 


Stop worrying, Joe. You'll find them real 
Americans. You may even get to like them. 
If you don't, that's all right too. Just leave 
them alone and they'll leave you alone. But 
the chances are, once you really get to know 
them, you'll find them okay. 


In the meantime, count your blessings. You're 
in a fine new house with improvements that 
you couldn't find anywhere else but in Ameri- 
ca. And how did America get that way? Be- 
cause of « lot of people with even funnier 
sounding names than the ones your neighbors 
have. Names like Kosciusko, Pulaski, Haym 
Salomon. 


Make sure that you are not spreading rumors 
against « race or a religion. Speak up, wher- 
ever you are, against prejudice, and work for 
better understanding. Remember that's being 
a good American. 


Accept or reject people 


on their individual worth 


‘UNITED AMERICA’—Brotherhood Week, Feb. 19-26, gets a boost from this and other 
ads in a new series which the Advertising Council is offering for local sponsorship to 
help combat group prejudice. 


Street & Smith Offers 
‘All Star Sport’ Package 


Street & Smith Publications has 
announced a sport package, All 
Star Sport, made up of four mag- 
azines with a total of 1,000,000 
circulation. Magazines will include 
baseball and football annuals, both 
published by S&S since 1941, plus 
two new books, a summer and 
a winter sports review. 

Rates are $600 for a b&w page, 
based on a circulation of 250,000 
an issue. Walter J. McBride, with 
S&S for 11 years, has been named 
advertising manager and will con- 
tinue in a similar post for Air 
Trails. 


To ‘New York Enquirer’ 


James W. Powell, formerly 
amusement advertising manager of 
the New York Sun, has joined the 
New York Enquirer in the same 
capacity. 


CKSB Appoints McGillvra 


Joseph Hershey McGillvra Inc. 
has been appointed U. S. repre- 
sentative of Station CKSB, Boni- 
face, Man., Can. 


24-sheet Salesman 


Detroit, Indianapolis, or Toledo territories; 
others also available. Commission repre- 
sentative wanted to sell outstanding qual- 
ity silk screen 24-sheet posters, point-of- 
sale displays, decals. We can offer many 
years’ experience, sketches and prices that 
get the order; quality and service that 
keep the customer happy. If you can of- 
fer experience, sales ability, good con- 
tacts, and willingness to work hard, we'll 
make a great team. 


Box 7540, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Established public relations firm 
located in choice North Michigan 
Avenue offices, Chicago, desires 
to add an advertising depart- 
ment. Will supply facilities and 
contacts for party who wishes to 
maintain an independent opera- 
tion within our organization. 


Box 7541, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Perfection Stove 
Budget Is Record 


CLEVELAND—Eighty ads in con- 
sumer magazines and 107 in trade 
publications will be used in 1950 
to boost Perfection Stove Co. pro- 
ducts ranging from gas, electric 
and kerosene ranges to oil-burn- 
ing water heaters. The ad budget 
is the largest in the 62-year his- 
tory of the company. 

Gas, electric and kerosene range 
advertising, to appear February 
through October, has been placed 
with: American Home, American 
Poultry Journal, Better Homes & 
Gardens, Farm Journal, Good 
Housekeeping, Grit, Household, 
Ladies’ Home Journal, McCall’s, 
Pacific Northwest Farm Trio, Pa- 
cific Poultryman, Pathfinder, Poul- 
try Tribune, Progressive Farmer, 
Rural Gravure, Southern Agricul- 


turist, Southern Planter, Suc- 
cessful Farming, Sunset, True 
Story and Woman’s Home Com- 


panion. 

Dealers will learn about Per- 
fection Acorn and Oriole ranges 
from ads in Butane-Propane News, 
Electrical Dealer, Electrical Mer- 
chandising, Furniture Age, Hard- 
ware Age, Hardware Retailer, L-P 
Gas, National Furniture Review, 
Retailing Daily and What’s New in 
Home Economics. 

Another first for Perfection 
Stove Co. will be cooperative ad- 
vertising which will utilize radio, 
television, newspapers, magazines, 
street car and bus dash cards. 

McCann-Erickson Inc. is the 
agency. 


Polk Succeeds Munro ° 


A. F. Munro, vice-president in 
charge of the export division of 
the Northam Warren Corp., Stam- 
ford, Conn., manufacturer of toilet 
requisites, will retire April 1. He 
will be succeeded by R. L. Polk, 
who has been assistant export 
manager of the company for sev- 
eral years. 


Andrews Changes Magazines 


Popular Science Monthly, New 
York, has appointed John W. An- 
drews, formerly with Coronet, as 
a member of its sales staff. Prior 
to joining Coronet, Mr. Andrews 
was with the New York Herald- 
Tribune. 


tei. 


Sinclair Will Launch Heaviest Newspaper 
Schedule to Push Its Anti-Rust Gasolines 


New York—Sinclair Refining 
Co. next month will launch the 
largest newspaper campaign it has 
ever undertaken to sell new “anti- 
rust” gasolines to the motoring 
public. The campaign will break 
in more than 200 newspapers in 
145 cities, with color pages and 1,- 
000- and 600-line b&w advertise- 
ments starting March 14. Morey, 
Humm & Johnstone is the agency. 

The campaign was announced 
Thursday by P. C. Spencer, Sin- 
clair’s president, at a meeting of 
newspaper executives and Sin- 
clair officials here. Extensive test 
advertising in newspapers in se- 
lected eastern, midwestern and 
Florida cities has “proven con- 
clusively,” Mr. Spencer said, “that 
newspapers can put across our 
story of ‘the world’s first anti- 
rust gasolines’ quickly and eco- 
nomically.” 


ms Some space in magazines and 


farm papers, as well as direct mail 
and local radio and television, will 
be employed, but the bulk of the 
advertising will be concentrated 
in newspapers. 

Theme of the campaign is built 
around a new chemical, RD-119, 
developed in the Sinclair research 
laboratories originally to solve 
problems of rust in petroleum pro- 
duct pipelines. It was discovered 
that the new chemical constitutes 
an equally good rust-preventing 
agent in automobile fuel systems. 


Unified Promotion Moves 

Unified Promotion Advertising, 
New York, has moved its execu- 
tive and creative offices from 551 
Fifth Ave. to 160 E. 48th St., New 
York. : 


‘Harper's’ Picks Boeddener 

Harper’s Magazine, New York, 
has named William E. Boeddener, 
formerly with Time Ince., as a 
member of its sales staff. 
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NEW JERSEY'S FOURTH LARGEST MARKET 


Bayonne. . EATS WELL 


Bayonne...CANNOT BE SOLD 

FROM THE OUTSIDE 
. « « the residents of Bayonne spend 36% 
more for food than the national average. $292.00 
per person Is spent annually in Bayonne for FOOD 
alone. Get your shore of this premium market by 
using The Bayonne Times—99.85% of its circule- 
tion is concentrated in the City of Bayonne . . . 
No other paper or combination of papeis can 
sell Bayonne. 


Source: Sales Management 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., W.Y. + 228 H. LaSalle St., Chicage 


A MAN-SIZE 
SALES POSITION 


... with earnings to match! 


The man we're looking for is no newcomer to the space selling field. 
He knows his way around; has had a sound background in adver- 
tising. He has a successful record of display advertising selling. If 
he’s had some experience in the home furnishings fields, so much 


the better, although that’s not essential. 


To this man, Retailing Daily offers a permanent association as a 
space salesman. He’ll have to work hard and long. He'll have to 
travel a great deal in the middle west, with Chicago as his home 
base. But if he’s willing to do those things, he’s set. In return, 


he'll get: 


© A starting salary for the first year as high as five figures ... based 
fairly on his own qualifications and previous earnings. 


© Commissions after the first year which should exceed starting 


salary — with no top after that. 


© A product to sell that’s the recognized leader in its field. 


e Intelligent direction and the opportunity to be an active member 
of a top-flight selling team, respected throughout the home fur- 


nishings industries. 


© The backing and prestige of Fairchild Publications, the world’s 
largest trade newsgathering organization, publishers of Women’s 
Wear Daily, Daily News Record, Footwear News and Men's 


Wear, in addition to Retailing Daily. 


If. you are this man —or woman — we'd like to hear from you. 
Send complete resumé, earnings for the past two years and refer- 
ences to L. E. Williams, Retailing Daily, 7 East 12th Street, New 
York 3, N. Y. OR E. W. Fairchild, Jr., Fairchild Publications, 


418 South Market Street, Chicago, III. 
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Tanner Joins Mooresville 


Ralph C. Tanner, former account 
executive of John A. Cairns & Co., 
New York, has joined the New 
York office of the Mooresville 
Mills, to direct the company’s ad- 
vertising and sales promotion ac- 
tivities. Before joining the Cairns 
agency, where he handled the 
Mooresville account, he was with 
Pratt & Whitney Aircraft Corp. 
and Manville-Jenckes Corp., tex- 
tile producer. 


Will Telecast Cubs Games 


The Chrysler dealers of Chicago 
and Atlas Prager beer, made by 
Atlas Brewing Co., Chicago, will 
sponsor the telecasts of the Cubs 
baseball games on WBKB, Chi- 
cago. Olian Advertising Co., Chi- 
cago, is the agency for both. 


Texas Co. Promotes Gregory 


J. M. Gregory, formerly assistant 
manager of the sales promotion 
division of the Texas Co., New 
York, has been named sales pro- 
motion manager. He succeeds J. K. 
Skillings, who retired Feb. 1. 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 
Blanketed By The 
ELIZABETH DAILY JOURNAL 


1, Metropolitan high spot of New Jersey. 
2. Union County market index 110. 
8. Net buying income $500,876,000. 
4. Retail sales $253,677,000. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented By 
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SEND FOR OUR CITY ZONE POPULATION FOLDER 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


Thompson 


ideas and 


successes. 


A recent editorial in The Satur- 
day Review of Literature asks, 
“What is there to laugh about?” 

Like today’s diplomats, states- 
men, and politicians, he writes 
that the “healthy and hearty men 
and women, girls and boys shown 
in advertisements are revealed 
with open mouths and exposed 
teeth, whether they are looking at 
a new girdle or a gleaming auto- 
mobile drawn up before the per- 
fect new house. Since they are not 
eating or coughing, they must be 
laughing, though that is not the 
normal reaction produced by covet- 
ousness or admiration.” Amen to 
that! 

Nobody can seriously contend 
that advertising should not be 
written in a friendly and good- 
natured vein. I once wrote in this 
very column that adveriising 
should hold out a friendly hand 
and smile at the reader. I also 
said that too much advertising 
takes itself too seriously, and that 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 


Company, is writing this 


monthly series of discussions on tested 


basic advertising principles. 


While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


dull, drab, gloomy copy is adver- 
tising’s unforgivable sin. 

But why the uproarious merri- 
ment? How one spends one’s hard- 
earned money these grim days is 
no laughing matter. Before me is a 
page ad illustrated with a photo- 
graph of a family (dad, mom, two 
kids) inspecting an electric refrig- 
erator in a hardware store. All of 
them, including the salesman, are 
splitting their sides with laughter. 
What about? That cold box will set 
pop back as much dough as he 
makes in two months, and I don’t 
think that is very funny. 

ee ee @ 

It seems to me that many adver- 
tisers do not give the consumer 
credit for much common sense. 
Sure, the average mister and his 
missus are appallingly ill-in- 
formed; I know of one Princeton 
poll that revealed this fact dramat- 
ically. The question: “Do you hap- 
pen to know whether the United 
States has at any time been a 


He Arrives... 


First impression? 
Your printed salesman traveled in style, even though his ticket 


... favorable! 


(suit pressed ... shoes shined) 


read “Third Class.” He arrived as fresh and clean as when he stepped 
into this Columbian* Clasp Envelope. Because the envelope took 
the bumps, the punching and pounding — and came through intact. 
A cheap envelope can be darned expensive. Columbian* Clasps 
save you money in the end. Their extra tough stock, extra wide 
seams. malleable metal fastener. reinjorced hole are worth every 
cent they cost as insurance for that “favorable impression.” 
°T. M. Reg. U. S. Pat. Off. 


SPRINGFIELD 2, MASSACHUSETTS 


Divisions from Coast to Coast 


UNITED STATES ENVELOPE COMPANY 


+, 
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member of the League of Na- 
tions?” Twenty-six per cent didn’t 
know; 30% said, “Yes, it has.” 

But information and intelligence 
(meaning everyday horse sense) 
are two different things. Ordinary 
folks don’t find the expenditure of 
their money a rib-tickling activity. 
One of these days give up your 
Saturday afternoon of golf and 
watch the “common people” shop 
in Sears and the A&P. Most people 
in America, despite our celebrated 
high standard of living, are needy 
and poor. They are needy in the 


-| sense that they never have enough 


money to go around, never enough 
to permit them to have all the 
simple comforts and necessities of 
life they would like to have. 

Unless one has watched such 
people and studied their anxious 
faces, watched them rub the leath- 
er of a shoe with a worried thumb, 
seen them uncertainly compare 
one value with another, finally to 
explore their wallets with cal- 
loused and sometimes grimy hands 
and then, painfully, to count out 
their hard-earned money, their 
brows creased with worry; unless 
one has witnessed this, not once 
but hundreds of times, one must 
find it difficult to feel poignantly 
the awful, the terrible, the over- 
whelming importance of money to 
the common man. 

oS 2. yea 

To repeat, I believe copy should 
be cheerful and optimistic. I’m sure 
that people like to feast their eyes 
on serene and contented faces. And 
on intelligent, thoughtful faces. 
But do little girls, clapping their 
hands, shout with joy when mom 
brings on their oatmeal? Does pop 
stand on his head and wiggle his 
ears when, at Christmas, the family 
presents him with a new pipe or a 
pair of slippers? Do pop and the 
small fry join hands and, shriek- 
ing with laughter, dance ring- 
around-the-rosy as mom chortles 
with glee over her new dishwash- 
ing machine? Maybe, but the 
chances are that mom is wondering 
how pop is going to pay for it. 

It is my profound belief that 
most people are interested in mer- 
chandise. They want information, 
want to know what the advertised 
product is, what it will do for 
them, how it works, what it is 
made of, how long it will last and 
why, what it costs, and why it is 
worth what it costs. I believe that 
advertising should address itself 
seriously to adults and should be 
written in terms that relate to their 
needs, their problems, their sur- 
vival, their security, their daily 
comfort and their contentment. 

I am not saying that copy should 
be written in terms of extreme 
gravity and desperate anxiety. Let 
its tone be lively and cheerful, 
friendly, easy to look at. Let it 
not ask the reader (or listener) 
to think too hard. But, at all costs, 
let it at the same time appeal to 
people’s ordinary horse sense— 
even though they have never heard 
of the League of Nations or Dr. 
Einstein. 

ee @« @ 
Speaking of world statesmen, 
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the SRL editorial goes on to say 
that “there is something alarming 
and even shocking in this display 
of international hilarity on all oc- 
casions.” It is time, says the writ- 
er, that this “absurd fashion” 
changed. 

That, in my book, goes for ad- 
vertising, too. It’s time for adver- 
tising to stop being so silly and un- 
real. It’s time to portray people as 
they actually are, time for adver- 
tisers to demonstrate their aware- 
ness of the hard facts of life. 

Many things that we of necessity 
must do every day are not in the 
least amusing—washing dishes and 
grease-caked skillets, for instances, 
getting up in the morning, shav- 
ing, or trying to make an appetiz- 
ing entree out of some stale left- 
overs. Yet before me is a color 
page, illustrated with a portrait of 
a family jigging in the kitchen, 
hilarious over a soap powder so 
“wonderful” that “now we’re all 
singing ‘Happy Days Are Here 
Again.’ ” 

e ee 

I can only speak for myself, but 
I’m sick to death of dimwits laugh- 
ing themselves to death over soap 
powder, dentifrices, breakfast 
foods, or motor cars. 


Publishes Offset Type Book 

A. A. Archbold, 1209 S. Lake St., 
Los Angeles 6, has published an 
offset type book called “Foto- 
Fonts,” containing 26 complete 
fonts of display type in sizes from 
18 to 72 point, in medium, bold, 
extra bold, condensed and italic. 
The 8% x 11” book contains 40 
pages printed on one side and sells 
for $5. 


To ‘Home Owners’ Catalogs’ 


James F. Devine, formerly with 
Weekly Publications Inc. in a 
sales capacity, has been named 
district manager of Home Owners’ 
Catalogs, making his headquarters 
in Chicago. Hill W. Hastings, for- 
merly assistant advertising man- 
ager of Chicopee Mfg. Corp., has 
joined the New York promotion 
department. 


KOA Advances Penley 


Cyril M. Penley, assistant direc- 
tor of news and special events, has 
been named advertising and pro- 
motion manager of KOA, Denver. 
He succeeds Randy Smith, who has 
been made head of the advertising 
and promotion department of 
KNBC, San Francisco. Mr. Smith 
replaces Ethel Gilchrist, who has 
resigned. 


Uses Novelty Promotion 


Lambert Pharmacal Co. will 
promote a new Listerine tooth- 
paste, featuring plastic heads of 
Disney characters as caps on the 
tubes, in its regular magazine 
schedule and in Collier’s, Life and 
The Saturday Evening Post. Lam- 
bert & Feasley is the agency. 


Hotel Account to Lawrence 

Lawrence Advertising Agency, 
Chicago, has been appointed ad- 
vertising and public relations coun- 
sel for the Congress Hotel, Chi- 
cago. Newspapers, magazines, ra- 
dio and television are on the 
schedule. 


WE WILL HELP YOU 


Make Sales in a few wealthy selected markets. Ask us for informa- 
tion about those markets and their newspapers which we represent 


'}in the following states: 


FLORIDA MASSACHUSETTS NORTH CAROLINA VIRGINIA 
GEORGIA MICHIGAN OREGON WEST VIRGINIA 
IDAHO MINNESOTA PENNSYLVANIA WISCONSIN 
ILLINOIS NEBRASKA RHODE ISLAND CANADA 
INDIANA NEW JERSEY SOUTH CAROLINA 


We maintain a well balanced, efficient sales organization offering a 
top flight, nationwide national advertising selling service. 
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THREAT—Buster Keaton makes sure that 
Dana Jones, president of Dana Jones Co., 
puts his signature on the contract for “The 
Buster Keaton Show,” a new television 
series on KTTV, sponsored by Studebaker 
Dealers of Los Angeles County. Enjoying 
the gag is Frank King, KTTV sales mana- 
ger. 


NYU Plans Course 
for Agency Execs 


New YorK—A special course de- 
signed for a limited number of top 
agency personnel, on “Profitable 
Advertising Agency Management,” 
will be offered by the division of 
general education of New York 
University in a series of eight 
weekly seminars from March 1 to 
April 19. Registration will be lim- 
ited to an enrollment of 110. 

The first session on the admini- 
stration of an advertising agency 
will have Marion Harper, president 
of McCann-Erickson, as principal 
speaker. Discussion leaders include 
Gordon Hyde, president, Federal 
Advertising Agency; Wallace H. 
Wulfeck, vice-president and re- 
search director of the same agency; 
Herbert Peck, president, Hazard 
Advertising Agency; and John H. 
Hertz, chairman, Buchanan & Co. 


as Winthrop Hoyt, chairman, 
Charles W. Hoyt Co., will be the 
speaker at the second session, 
March 8, on agency organization. 
Discussion leaders will include J. 
H. Giese, vice-president, Young & 
Rubicam, and Douglas Day, for- 
merly vice-president, Buchanan & 
Co, : 

Other sessions will take up bud- 
geting, cost accounting, compensa- 
tion and incentive plans, methods 
of compensation, tax problems, and 
credits and collections. All inquir- 
ies should be addressed to Paul A. 
McGhee, division of general educa- 
tion, New York University, Wash- 
ington Square, New York 3. 

The course was developed by Ira 
W. Rubel of Rubel & Fields, ad- 
vertising agency accounting and 
management authority. 


Draves to Allen & Reynolds 

Lee W. Draves, formerly adver- 
tising manager of the Omaha Flour 
Mills Co., has joined Allen & Rey- 
nolds, Omaha, as assistant account 
P executive. 


Cummins Appoints Matson 

Oliver F. Matson, formerly with 
Leo Burnett Co., has been ap- 
pointed sales promotion manager 
of Cummins Business Machines 
Corp., Chicago. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Blanketed By The 
HAVERHILL GAZETTE 
+ World shoe making center. 
. Western Electric Co. manufacturing 
center. 
. Effective merchandising help. 
Business is good in Haverhill. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 
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Proctor Ironing 
Table Featured in 
New Ad Campaign 


PHILADELPHIA—Proctor Electric 
Co. will launch a drive in March 


‘|to promote a new Mary .Proctor 


custom ironing table pad and spe- 
cial offers on four other Proctor 
products (Never-Lift and Cham- 
pion irons, Proctor toaster and a 
toaster-and-tray set). 

To support the drive among its 
dealers and distributors, Proctor 
will launch one of its most con- 
centrated ad campaigns on March 
5. The initial phase of the drive 
will last three months, with fol- 
low-up plans depending on results. 

A full-color ad in The American 
Weekly opens the promotion. Two- 
color ads will follow in Life, March 
13, May 1 and May 29; in Good 
Housekeeping and McCall’s in 


April, May and June; and Ladies’ 
Home Journal in April and May. 

Proctor also will offer promo- 
tional kits for store display and 
mats for cooperative advertising 
on local levels. 

Cunningham & Walsh, New 
York, is the agency. 


Western Electric No Longer 
Makes Broadcast Equipment 


Western Electric Co. is discon- 
tinuing the manufacture of broad- 
cast equipment. The subsidiary of 
the American Telephone & Tele- 
graph Co. said the move was due to 
“present Bell System and govern- 
ment requirements for complex 
electronics and communications 
equipment.” 

Graybar Electric Co., which has 
been distributing Western Elec- 
tric broadcast supplies, reveals 
that radio and television equip- 
ment henceforth will be offered 
by a new company, Standard Elec- 
tronics Corp., Providence, R. I. Ed- 


win M. Martin, formerly chair- 
man of the board of American 
Bosch Corp. and formerly vice- 
president of Farnsworth Radio & 
Television Corp., is president of 
Standard, which will provide new 
parts and service to Western Elec- 
tric’s customers. 


Allied Knitting Mills 
Buys Spots on FM Stations 


Allied Knitting Mills, New York, 
has signed to carry a series of an- 
nouncements adjacent to the Ford- 
ham University basketball broad- 
casts on three New York FM sta- 
tions. 

Stations cooperating in the joint 
programming, designed to promote 
FM by giving listeners special 
events which aren’t covered by 
AM, include WGYN and WGHF 
and WFDR. Spots for the series 
have been bought on all three, 
which were represented by Conti- 
nental Broadcasting Co., FM sta- 
tion representative. 
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Griftin Sets TV Date 


Griffin Mfg. Co., New York, will 
join the list of TV network spon- 
sors March 4 when it begins spon- 
sorship of the last half (8:30-9 
p.m., EST) of the “Whiteman TV 
Teen Club” over 11 ABC stations. 
Bermingham, Castleman & Pierce 
is the agency. 
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Charleston, The Largest City in West 
Virginia Is Blanketed By 


— CHARLESTON DAILY MAIL 

. The Daily Mail, Charleston's only evening 
newspaper. 

2. The Daily Mail leads in city circulation. 

3. The Daily Mail leads in retail food ad- 
vertising. 


ASK FOR ADDITIONAL MARKET FACTS 
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Aluminum Outlook 


Super-Shortage Era 
Ending as Some Users 
Cut Their Consumption 


Output Four Times Pre-War 
Didn’t Meet 1948 Need; 
Price of Secondary Down 


New Markets Spur Demand 


By JAMES CASSELL 

Staff Correspondent of THe Wait STREET JOURNAL 
PITTSBURGH—"“The period of frantic 
‘uminum buying is over.” , 
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“The metals industry is fast-moving. What is true 


today may not be true next week or next month. I 
find The Wall Street Journal’s penetrating yet 


comprehensive coverage of business helps us 
greatly in our day-to-day operations as well as in 


our long-time planning. I read it every day.” 


S. D. Den Uyl, President 
Bohn Aluminum & Brass Corporation 


If you sell to business you 


should advertise regularly in The 


Wall Street Journal. Through it 


you will talk to thousands of 


company officers and other key 


personnel—the people who control 


or influence the purchase of 
your products or services. 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 

415 Bush St., San Francisco 8 
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Starts Presto Cooker Drive 


National Pressure Cooker Co., 
Eau Claire, Wis., has launched a 
new series of ads, promoting its 
Presto cooker, for the company’s 
first-quarter national advertising 
campaign. Ads will appear in 
American Home, Better Homes & 
Gardens, Family Circle, Farm 
Journal, Good Housekeeping, 
Household, Ladies’ Home Journal, 
McCall’s, Modern Bride, Parents’ 
Magazine, The Saturday Evening 
Post, Successful Farming, Sunset, 
Woman’s Day and others. The 
agency is Melamed-Hobbs, Min- 
neapolis. 


Ads Promote Gumout 


The Gumout division of Penn- 
sylvania Refining Co., Cleveland, 
will launch a campaign directed 
to car owners, promoting Gumout, 
a carburetor cleaner. Starting with 
the March 11 Saturday Evening 
Post, two-color one-half page ads 
will be used. Merchandising tie- 
ins will be available to jobbers 
and dealers. Waldie & Briggs, Chi- 
cago, is the agency. 


Barker Joins Simoniz Co. 


W. Gardner Barker, formerly di- 
rector of new products for the 
Pepsodent division of Lever 
Brothers Co., has been appcinted 
executive vice-president of Simo- 
nize Co., Chicago. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 


pony HURON TIMES HERALD 


Port Huron is one of Michigan's Key 
Cities over 58,000 population. 
2. Buying center for the Thumb and River 
District. 
3. Diversified Industry and Farming. 
SEND FOR OUR PORT HURON MARKET FOLDER 
Nationally Represented By 


WARD-GRIFFITH CO., INC. 

Park Leung ~ Bullding.......... 

ara B Tn piecdtnakegeconsened 
General Motors Mines 

Statler Office Building................ 

22 Mosiexe —— Widebectseeenadeond 

Russ Buildin, 


SEND FOR our CITY ZONE POPULATION FOLDER 


Business Paper Ad 
Volume Off 8.3% 
in January Issues 


Cuicaco—Advertising volume in 
January issues of business papers 
dropped 8.3% below the volume 
for the same month a year ago, 
according to the monthly tabula- 
tion of linage figures by Industrial 
Marketing. 

The 249 papers reporting car- 
ried a total of 24,072 pages of ad- 
vertising in January, compared 
with 26,262 pages for the same 
month last year. 

Largest decline was recorded by 
the 17 export papers, which were 
off 12.9% for the month. The 
trade publications lost 626 pages, 
and were down 9.8% compared 
with a year ago; the 145 industrial 
publications were down 8.4%; and 
the 27 class publications were off 
1.9%. The product news group— 
added to the tabulation in Decem- 
ber—was up nine pages, or 4.4%. 

Here are the comparative fig- 


ures: 
MONTH OF JANUARY 


Classification Pages Pages 

1950 1949 
(ndustrial 14,766 16,118 
Product News 215 206 
Trade 6,771 6,397 
Class 2,100 2,140 
Export 1,220 1,401 


Associated Adds Sinton 


Associated Advertising Agency, 
Cincinnati, which has acted as ad- 
vertising counsel for the Hotel 
Gibson for three and a half years, 
has been appointed advertising 
counsel also for the Hotel Sinton, 
Cincinnati. 


Ward Joins Pollyea Agency 
Kenneth H. Ward, formerly ac- 


7 | count executive of Schoenfeld, Hu- 
Niber & Green, Chicago, has joined 
sco | Pollyea Inc., Terre Haute, Ind., in 


the same capacity. 
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January Business Paper Advertising Volume 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


ard 7x10” type page. 


INDUSTRIAL GROUP 


ere 
American Aviation (semi- 
SE. Gtienasetaentee 
American Builder 
American City .......... 
American Dyestuff Reporter 
American Machinist (bi-w.) 
American Printer 
Analytical Chemistry 
Architectural Forum 
Architectural Record 
Automotive Industries (semi- 


DD ti dekeetsiced cae 
Aviation Operations 
Aviation Week 
| wl Helper (bi-w.) .... 


Brewers’ Digest ........ 
Brick & Clay Record 
Bus Transportation 
Butane-Propane News (4!/2 x 


ndustry ......... 
Chemical & Engineering 
See 
Chemical Engineering ...... 
Chemical Industries ....... 
Chemical Processing 
Civil Easiaserieg Seatedes 
Coal Age 
Commercial Car Journal . 
Construction Digest (bi- w.). 
Cenee Methods & 
SE occ cnvoneeae 
queen ‘bi Monthly. 
Constructor 
Contractors & Engineers 
Monthly (934x14) . 
Dairy Record ............ 
Design News ............. 
Diesel Progress (9x12) . 
Distribution Age 
Drilli 
Drug & Cosmetic Industry . 
Electric Light & Power .... 
Electrical Engineering ..... 
Electrical Construction & 
Maintenance 
Electrical South 
Electrical West .......... 
Electrical World (w.) ..... 
PEED cccccoeccreces 
Engineering & Mining Journal 
Engineering News-Record (w.) 
Excavating Engineer ....... 
Factory Management & 
Maintenance ........... 
Fire Engineering ......... 
Ee ED ccccccccccese 
Food Industries 
Food Packer 
Food Processing 
Foundry 
= 4 ek s Repeats nase eee 
Gas Age (bi-w.) ........ 
Mleating” & Ventilating see 


eee ee ennee 


Pages 
1949 1950 1949 
53 | Heating, Piping & Air 
Conditionipg .......... 204 188 
29 | Ice Cream Review ........ 68 74 
i] Industrial ‘, Engineering on see 
GD cccsesccccces 
77 | Industrial H inishing (4//gx6'/2) *70 *76 
§*421 | Industry & Power 106 107 
40 |Inland Printer ... 50 59 
36 | Interiors ......... 95 113 
121 | Iron Age (w.) 1§*534 *§610 
125 |Lumberman .............- 93 97 
Machine Design .......... 132 163 
158 | Machine & Too! Blue Book 
19130 |p AYA X Ya) cece eevee 183 235 
151 PE oak x cass acaed 225 258 
3 Manufacturers Record ..... *32 *32 
26 Marine Engineering & Ship- 
4 PA CEE crdnceceeee 75 61 
§*47 Mass Transportation ...... 24 26 
116 Materials & Methods ...... 102 14 
Mechanical Engineering .... 83 91 
#g2 | Mechanization .......... *78 *84 
§*106 Metal Finishing .......... 62 58 
§*97 i Mn odpecsedasss 479 92 
Mill & Factory .......... *191 *217 
134 | Mining Engineering ....... 18 19 
*260 avs Machine ‘Shop (4Yex one om 
*101 dbibbeiedereetée 
109 | Modern Packaging ........ *122 *117 
33 | Modern Plastics .......... *191 *106 
129 | Modern Railroads ........ 57 61 
161 ay 4 Butter & Cheese % a 
GE SEE eaectesecuxepese 
ns National Petroleum News a es 
*65 National Provisioner (w.) . 41123 5154 
49 | National Safety News ..... 42 53 
Oil & Gas Journal (w.) ... 1§*465 §*521 
*62 | Operating Engineer ...... 38 50 
rganic Finishing ........ 
66 | Organic Finishi 9 13 
87 | Packaging Parade (93¢x12) 55 52 
aper SENT dticdcose 
39 |p Industry? 60 71 
64! Paper Mill News (w.) ....  §*90  §#132 
«154 | Paper Trade Journal (w.) . . 1#135 #135 
110 | Petroleum Engineer ...... 142 175 
at Petroleum Processing ...... 99 89 
Petroleum Refiner . gue *121 *148 
110 Pit & Quarry ..... 1§*163 §*182 
57 Plant Engineering . eee 42 31 
66 — a he in “ 
* WT cccccccccescccscce 
* ‘ower Generation ........ 6. 72 
233 | Power Generati 1 
106 | Practical Builder ......... §95 §108 
#301 | Printing Magazine ........ 60 78 
3g | Product Engineering ...... *192 *225 
Production Engineering & 
198 Management ........... *89 
34 | Products Finishing 
113|  (4Yex6Ve) ..........-. 
*121 | Progressive Architecture 
ft eee 


44 | Quick Frozen Foods & the 


HAVE THEM 


MORNING 


DELIVERED TO 


YOUR DESK BY 9 A.M. 
THE FOLLOWING 


vic 
4 ot E 


‘round the clock service! 


ORDER YOUR PLASTIC PLATES AT 5 P.M... 


WABASH 2-1204 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


. 


40 | Railway Age (w.) ........ 


Sf) Fee 59 


Railway Engineering & 
Maintenance 
Railway Mechanical 
& Electrical Engineer® .. 


Railway Purchases & Stores 151 175 
Railway Signaling & 

Communications ....... 26 29 
Roads & Streets .......... *65 66 


Rock Products 


Sewage Works Engineering . 15 
SES 6 cueing. 0'sbe0-0 06> 46 49 
Southern Lumber Journal .. *65 *79 
Southern Lumberman ...... *138 156 
Southern Power & Industry 64 71 
TT ME Vesssbesences 1§*446 §*504 
A <6 6 an'cvs's t e000 3 20 
Telephone Engineer ...... 53 40 
Telephony (w.) .......... 41*105 5*130 
Textile Industries ........ 126 135 
Textile World .......... 178 189 
co on es ine« 44% *125 *159 
Tool & Die Journal 

Oe Sree *99 95 
: Sj gee 61 81 
Traffic World (w.) ...... ‘189 ‘118 
Water & Sewage Works .... 41 44 
Water Works Engineering .. 45 47 
Welding Engineer ........ 37 
Western Canner and Packer . *46 *47 
Western Construction News . *74 *75 
Western Industry ........ *32 *37 
Wood Worker ............ *65 *77 
Woodworking Digest (41/2 x 

SpA S epee *145 *182 
| Sane *142 *154 
World Petroleum ......... *44 43 

ME isis 404a4nesees 14,766 16,118 


PRODUCT NEWS GROUP 

Volume figures for product news information 
publications listed below are reported in 1/9 page 
units (approximately 3/4 x 434”)—not in stand- 
ard 7x10” pages. 


Electrical Equipment ...... 309 295 
Industrial Equipment News . 661 654 
Industrial Maintenance .... 156 144 
New Equipment Digest .... 427 419 
kas 162 140 
— Design & Develop- 

ener 185 160 
Tenspertaiton Supply News 43 i 

Ms 00s wkbe dass 1,943 1,856 

Divided by 9 == 215 206 

TRADE GROUP 
Air Conditioning & +” see 

News (w.) (11x16) . ‘51 *71 
American Artisan ........ 190 217 
American Druggist ........ 124 139 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w.) ...... 111 *142 
Boot & Shoe Recorder (semi- 

MET. Weicdubenesos<<% *170 *168 
Building Supply News .... §324 §308 
Chain Store A 

Administration Edition 

Combinations ........ *17 19 
Druggist Editions ...... 108 118 
General Merchandise— 

Variety Store Editions . 124 125 
Grocery Editions ...... 84 99 


Department Store Economist 72 


Domestic Engineering ..... 138 146 
Electrical Dealer ......... *37 *44 
Electrical Merchandising 

ok ee *203 *208 
Electrical Wholesaling ... 66 *75 
Farm Equipment Retailing . ‘ 51 65 
Farm Implement News 

| Beers #131 *168 
Fueloil & Oil Heat ...... §114 §100 
= re *78 91 
RCM bebe dns-cene 31 29 


i 


Be 
. 


Hardware fo Nad baee 
Hatchery & Feed ........ 
Hosiery & te Review 
Hosiery Industry Weekly .. 
Hosiery Merchandising .... 
Implement & Tractor (bi-w.) 
Implement Record 
Industrial Distribution .... 
Jewelers’ Circular-Keystone . 
Leather & Shoes (w.) .... 
Lingerie Merchandising .... 
Liquor Store & Dispenser .. 


Motor Age 
Motor Sovies SYerere) 
NJ (National Jeweler 
(We x x 7%) sGdieeeseoce 
National Bottlers’ Gazette . 
National Furniture Review . 
Office Appliances ......... 
Photographic Trade News .. 
Plumbing & Heating Business 
Piumbing & Heating 
— & Heating Whole- 
MT copiccanesvecsin 


Shetseba 


S¥SySolFas 


- 
e 


soekEuk GBtekd 


seuskes SRex& 


z 
se 
tr 
= 
= 
oy 


Progressive Grocer 
(4% x 7%) 
Sheet Metal Worker ...... 
Southern Automotive Journal 
Southern Hardware ...... 
Sporting Goods Dealer .... 
BIER DOD ncacdecccceces 
Super Market Merchandising 
Variety Merchandiser 
(456 x 656) .......055-- 
Wood Construction & Build- 
ing Materialist 


WED Seusesiecssves 5,771 


CLASS GROUP 
Advertising Age (w.) 
Pea 
American Funeral Director 
American Hairdresser ...... 37 
American Restaurant ...... 76 
Banking (7 x 10-3/16) ... 
Casket & Sunnyside 
Chain Store Age— 
Fountain Restaurant 
Combinations ........ 
Cleaning & Laundry World . 
Dental Survey ........... 
Fountain Service 


Hotel Management ........ 
Hotel Monthly ........... 


3s edbaRRk 


SS s ee¥eBSt se 


a} 


Journal of the American 

Medical Association (w.) 
SE TED (6054520600 56 
Medical Economics (41% x 


4 

Modern Beauty Shop ...... 
Modern Medicine 

(semi-mo. ) (WarG%) 
Nation’s Schools 
Oral Hygiene 

(4 5/16x7 3/16) 
Restaurant Management ... 
Scholastic Coach 
School Executive— 

School Equipment News .. 


wa nl34) 


yy A 
Total 


EXPORT GROUP 
American Automobile 
(overseas edition) 
American Exporter 
(two editions) 

American Exporter Indus- 
trial (two editions) .... 
Automovil Americano ...... 
Caminos y Calles 
Farmaceutico 


two as 
Se MEN 6609640 cecece 
Ingenieria Internacional 
Construccion ........... 
Ingenieria Internacional 
MEE. nn vdecse’éoe.e 
McGraw-Hill Digest ....... 
Petroleo Interamericano 
Pharmacy International .... 
Revista Aerea 
Latinoamericana ........ 
Revista Rotaria .......... 
Spanish Oral Hygiene 
(4 5/16x7 3/16) 
Textiles Panamericanos .... 


WE seGstedhencee 
§Includes a special issue. 
*Includes classified advertising.- 
|||Does not include advertising in special Western 

section. 

(7 x 10 units, sold as pages. 

‘Estimated. 

‘Two issues. 

‘Three issues. 

‘Four issues. 

‘Five issues. 

*Formerly Construction Methods. 
7Formerly Paper Industry & Paper World. 
SFormerly Railway Mechanical Engineer. 


Carter Hotels Names Henkin 


Shepard Henkin has been named 
director of advertising and public 
relations of the Carter Hotels Op- 
erating Corp. He will make his 
headquarters in the Governor Clin- 
ton Hotel, New York. Mr. Henkin 
was formerly with Fred Eldean 
Organization, New York, as sales 
promotion and public relations 
counsel to the Oil Industry Infor- 
mation Committee (American Pe- 
troleum Institute). 


Lithographers Elect Meding 

Arthur F. Meding, secretary- 
treasurer of the Edwards & Deutsch 
Lithographing Co., has been elec- 
ted president of the Chicago Litho- 
graphers Association. 
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Independent Radio 
Stations Protest Ad 
Recruiting Campaign 


WasHINGTON—Army and Air 
Force recruiting advertising is in 
trouble again. During the past few 
days, it has been under fire from 
literally dozens of independent ra- 
dio stations, which say they are 
getting less than their share of 
the government’s advertising dol- 
lar. 

Letters have been sent directly 
to the officers in charge, and other 
letters have gone to congressmen 
and to the Secretary of National 
Defense. At the Pentagon Bldg., 
the barrage is viewed as an or- 
ganized pressure campaign, but 
no one will say who is supposed 
to be organizing it. 

Recruiting officials deny that 
radio stations have cause for com- 
plaint. Last week, they showed 
their books to representatives of 
the National Association of Broad- 
casters and the Broadcast Adver- 
‘ising Bureau, and invited them to 
suggest any more equitable alloca- 
tion. 

Officers say their recruiting 
funds are split about equally for 
radio, newspaper and magazine 
ads. Over a four-year period, they 
say, radio has had 31.92% of the 
money—14.4% for time and 
17.38% for production. Magazine 
ads got 30.93%; newspapers 
19.96%; outdoor 2.78%; public 
relations 3.35% ; preparation 6.90%; 
motion pictures 3.75%, and the 
special medical program 0.43%. 


s In their conferences with broad- 
casters, they say Army and Air 
Force expenditures compare very 
well with radio expenditures for 
all industry. 

In general, the trend has been 
toward increased use of radio. 
During the past year, extensive 
expenditures were made for net- 
work time, including sports broad- 
casts and spot. In the very near 
future, Grant Advertising, new 
agency on the account, will buy 
local spots in key cities for a big 
Reserve recruiting push. 

Because of the red tape involved 
in clearing the release of informa- 
tion from the armed services, it 
was not possible for ADVERTISING 
AGE to get more detailed figures 
at this time on the recruiting 
spending program. A request. has 
been filed with the proper author- 
ities for more detailed and en- 
lightening data on dollar expendi- 
tures. 

Meanwhile, Grant, which took 
over the account Jan. 1, has opened 
a service office here, and already 
is placing insertion orders. Special 
644-line ads have been prepared 
for college newspapers; color ads 
have been placed with Life and 
Look, and a number of other in- 
sertion orders have been handled. 


DeBoth Appoints Doorty 


DeBoth Features, New York, 
publisher of “Jessie’s Notebook,” 
has named John C. Doorty as a 
sales and advertising executive of 
the syndicated advertising column, 
which now appears weekly in 123 
daily newspapers. Mr. Doorty for- 
merly held a sales executive posi- 
tion with the American News- 
paper Advertising Network. 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest Cities In 
North Carolina Blanketed By 
The Evening & Sunday Telegram 
A modern industrial city, largest east of 
Raleigh and north of Wilmington, offering 
a field rich in Agriculture, Manufacturing, 
Tobacco Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


Park Lexington puaphes a Ve. ne 
Wrigley Buildin 
General Motors ‘puliding.. 
Statler Office Building................ 

22 Marietta Street................. 

i 26: Saeae SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Skaccadduccoreesess CHICAGO 


QUIZZER—Robert Davidson, general manager of Puck—the Comic Weekly, and Rob- 

ert W. Orr, president of Robert W. Orr & Associates, Puck’s agency, check details of 

a new quiz campaign with a blowup of the first ad of the series. The campaign 
will pit recognition of Puck characters against notables of history. 


Fleming-Hall's Long Encore Cigaret Bows; 


‘Digest’ Article Boosted Sales of Sano 


New YorkK—Spot consumer tests 
in the past year have proved there 
is a market for Encore, a new, long 
cigaret with a “custom fashioned 
mouthpiece” and a cotton filter, 
the Fleming-Hall Tobacco Co. an- 
nounced last week. 

Sales reports from dealers 
throughout the country have indi- 
cated that the new cigaret is at- 
tracting wide public acceptance, 
company president Sol C. Korn 
said. 

Newspapers in key cities, trade 
publications and point of sale ma- 
terial for dealers will be used in 
a nationwide campaign to start in 
February. First ads were slated to 
appear last week. 

Theme of the campaign will be 
“Encore, the only cigaret that fil- 
ters smoke two ways” by its “cus- 
tom mouthpiece” and its longer 
length. The cigarets are packaged 
in a cardboard box. 

The company now claims it man- 
ufactures the largest and most 
varied assortment of specialty 
type cigarets in the nation. 


s Fleming-Hall has announced it 
will “salute” the Reader’s Digest 


January report onesmoking (which 
said denicotinized cigarets are not 
as bad for the health as the other 
kind) with a national campaign for 
Sano cigarets (AA, Jan. 2). 

Newspapers in 50 cities, medi- 
cal and trade publications, and 
point of sale aids will be used. 

Fleming-Hall claims that Sano 
sales have “risen sharply since the 
publication of the article and that 
it outsells all other denicotinized 
cigarets because of Sano’s low 
nicotine content.” 

Deutsch & Shea is the agency. 


Packard Starts Spot Campaign 


Packard Motor Car Co., Detroit, 
through the Detroit office of Young 
& Rubicam, has started a five- 
week spot radio campaign. The 
$250,000 factory campaign will be 
carried in about 250 cities. Other 
transcriptions have been supplied 
to Packard dealers for their spon- 
sorship on local stations. 


Appoints Cecil & Presbrey 

Charles Scribner’s Sons has 
named Cecil & Presbrey as its 
agency on a regular basis. This is 
the company’s first use of an agen- 
cy on a regular basis. 


uk en mer Se, eee 


Kraft Appoints Jeffery 
to Advertising Post 


Tad Jeffery has been appointed 
product advertising manager in 
charge of cheese advertising of 
Kraft Foods Co., 
Chicago. He will 
assist John B. 
McLaughlin, ad- 
vertising and 
sales promotion 
manager of Kraft. 

Since 1941 Mr. 
Jeffery has been 
with Lever 
Brothers Co., 
where he was as- 
sistant advertis- 
ing manager of 
the Pepsodent di- 
vision. Prior to joining Lever 
Brothers, he was with J. Walter 
Thompson Co. and Domestic En- 
gineering Co. 


Three Appoint Remington 


Atlantic Lumber Co. and Dover 
Stamping Co., both in Boston, and 
New Hampshire Ball Bearings Inc., 
Peterborough, N. H., have placed 
their advertising with William B. 
Remington Inc., Springfield, Mass. 


ee a ee 
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Townsend Adds Accounts 


Townsend Advertising Agency, 
Burlington, Vt., has been appointed 
to handle advertising for Burmont 
Inc., Burlington, maker of Fire 
Dog trailer-type fire fighter units 
for rural communities. Direct mail 
and trade publications will be used. 
Tne agency also has been named to 
handle the advertising for “Ver- 
mont Vacation Guide,” Burlington, 
a resort directory. Holiday and 
metropolitan newspapers are 
scheduled. 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed By The 
SHEBOYGAN PRESS 

1. Sheboygan is one of Wisconsin's key cities 
over 50,000 population. 

2. Home of Prange’s, world’s largest de- 
partment store in a city the size of 
Sheboygan. 

3. Diversified Industry. 

SEND FOR OUR SHEBOYGAN yr 4 FOLDER 


WARD-GRIFFITH CO., INC. 


Park Lexington Building.......... NEW YORK 
. 9 Pret ERSTE s,: CHICAGO 
General Motors Building............ DETROIT 
Statler Office Building.............. .BOSTON 
22 Marietta Street................... ATLANTA 
Russ Building ............... AN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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30% gain 
February 1950 


over 


February 1949 


February 


The Sean | 


issue of 


Product Design & Development 
carried more advertising than 
any previous issue... 


HERE IS THE RECORD, STARTING 
OUR FOURTH YEAR 


———— 


.85 UNITS 


NOV. '47.. 


Ist ISSUE NOV. '46 — 31 UNITS 


NOV. 


yaw 179 UNITS 


NOV. 


v 


Seb chsnesechun 216 UNITS 


Se watch us go in 1950! 


FEB. "50. 


Product Design 


.234 UNITS 


& Development 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 


138 E. 47th St., New York 17,N.Y. 


Telephones: Eldorado 5-7011, Plaza 9-2536 
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Veotce of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Fawcett Objects to PIB 
Group Revenue Handling 

To the Editor: On Page 55 of 
the Jan. 30 issue of ADVERTISING 
Ace is a table titled, “Net Adver- 
tising Revenue of Magazines.” The 
source is Publishers’ Information 
Bureau. 

Since this table purports to show 
the actual dollar volume of indi- 
vidual magazines and certain 
groups it should, of course, do it 
accurately. 

The correct figures for the Faw- 
cett Women’s Group and the three 
‘magazines comprising the group 
for the calendar year 1949 are as 
follows: 

Total gross revenue for True 
Confessions, $1,893,497.76; total 
gross revenue for Movie Story, 
$351,261.18; total gross revenue for 


Motion Picture, $662,876.18; total! 


gross revenue for Fawcett Women’s 
Group, $2,907,635.12. 

You can see why we, here, are 
quite exercised about this com- 
parative information as appearing 
in your magazine when it shows 
True Confessions with a total reve- 
nue of $1,100,000 less than it actu- 
ally carries. Since True Confes- 
sions sells more copies on the 
newsstands of America than all 
other women’s magazines except 
the Ladies’ Home Journal, what 
will people think? | 

And, of course, it is pretty ridic- 
ulous to show Movie Story, which 
carries over $350,000 worth of 
business, with a revenue of $3,- 
943... 

Girrorp W. PLUME, 
Advertising Manager, Fawcett 
Women’s Group, New York. 


As clearly indicated in a note 


ee 


Ulta 50 KW Simultaneously Duplicating AM Schedule 
MM First TV Station in Memphis and the Mid-South 


National Representatives © The Branham Company. 
Owned and Operated by The Commercial Appeal 


programs on those stations; but it is 
significant that FOR THE PAST FIF- 
TEEN YEARS, WMC HAS CARRIED 
MORE NATIONAL, REGIONAL 
AND LOCAL DOLLAR VOLUME 
ADVERTISING THAN ANY OTHER 
RADIO STATION IN MEMPHIS. 


WMC has made a real place for 
itself in Memphis—and there is a 
place for you on WMC. 


*_o “selective” medical advertiser has broad- 
cast 52 weeks each year over WMC for a fotal 
of 5,070 programs. 


(Name furnished on request.) 


ew" WATTS-790 


Sure, there are other radio stations 
in Memphis, and there are good 


NBC—5000 


accompanying the table in the 
Jan. 30 issue, AA presented group 
figures as Publishers’ Information 
Bureau, “official” source of maga- 
zine figures, presents them. That 
is, all advertising appearing in an 
entire group was credited to that 
group; each individual member of 
a@ group was given individual 
credit only for advertising appear- 
ing in its pages which did not ap- 
pear in the complete list of maga- 
zines comprising the group. 


Ideal Women’s Group Also 
‘Amplifies’ PIB Figures 

To the Editor: Although PIB 
shows a 13% decrease for the Ideal 
Women’s Group in ad revenue for 
1949 as compared to 1948, it is 
important to keep in mind that 
the figures presented do not tell 
a totally accurate story. 

To begin with, let me say em- 
phatically that the PIB figures are 
accurate, however, only insofar as 
it fulfills the service subscribed to 
by the Ideal Women’s Group. That 
is that PIB presents accurate fig- 
ures only for the magazines that 
they measure. Since Intimate Ro- 
mances (which is part of the Ideal 
Women’s and Romance Groups) 
is not included in the service sub- 
scribed to by Ideal, any revenue 
derived from ads placed only in 
Intimate Romances is not included 
in the total Romance and Wo- 
men’s Group figures. 

Therefore, as you can see, the 
figures as published in AA Jan. 
30 from PIB for the Ideal Ro- 
mance and Women’s Groups do not 
really tell a complete and accurate 
story. 

Unfortunately, we do not have 
the revenue figures available for 
the individual magazines in the 
group—at least not right now. 
However, the actual revenue fig- 
ures for the Ideal Women’s Group 
as a whole are: 1948, $882,902; 
1949, $854,290—minus 3%. 


If you can use these accurate 
figures to somewhat amplify the 
information: published by PIB, we 
would very much appreciate it. 

THEODORE BARASH, 

Ideal Women’s Group, New 

York. 


And Dell Also Believes 
Figures Are Misleading 


To the Editor: I think the list- 
ing in your Jan. 30 issue of ad- 
vertising revenue: for the indi- 
vidual magazines in the Dell Mod- 
ern Group is very misleading. 

As you know, Modern Screen, 
Modern Romances and Screen 
Stories all carry a certain amount 
of advertising individually, but a 
large part of the linage in these 
magazines comes from advertising 
appearing in all three—in other 
words, in Dell Modern Group. 

Therefore, to present a correct 
picture, any listing of advertising 
revenue for the individual maga- 
zines should also include each mag- 
azine’s proportionate share of the 
group total, based on circulation 
guarantee. Using PIB figures as a 
base, here is the way Dell Modern 
Group magazines compared in 1949 
vs. 1948: i 

Modern Screen, °48, $1,081,291; 
49, $1,145,938, plus 6%; Modern) 
Romances, °48, $863,771; °49, $1,-| 
049,586, plus 21.5%; Screen Stories, 
48, $398,973; °49, $390,302, minus 
2.2%; Dell Modern Group, ’48, $1,- | 
647,357; ’49, $1,826,980, plus 10.9%. | 

I think it would be a service to 
your readers if this method were 
applied to your annual listings of 
advertising revenue. 

LAYNG MARTINE, 

Promotion Manager, Dell Mod- 

ern Group, New York. 


Abrams Sheds Light and 
Heat on Dentifrice Field 

To the Editor: A. J. Bremner’s 
letter appearing in your issue of 
Jan. 23 and attacking the factuality 
of statements made by your “Crea- 
tive Man” deserves a reply. 

Mr. Bremner quite obviously has 
gone off half-cocked and has for- 


gotten while writing his tirade 


carried on Page 55 of AA’s Jan. 


figures. 


volved, and all are supposed to 


American Weekly 
DT WER Sct bs eeeneds 
Fawcett Women’s Group* 
True Confessions 
Movie Story 
Motion Picture 
Popular Science 
Dell Modern Grouptt . 
Modern Screen 


Today’s Woman 
Nation’s Business 
Ideal Women’s Groupt 
Mechanix Illustrated 
N. Y. Herald Tribune-This Week 
Cue 


publisher. 


in the group is not included. 


Department of Amplification 


In the report of net advertising revenue of magazines for 1949, 


magazines for 1948 were not possible because net revenue fig- 
ures (that is, after deduction of frequency discounts) were not 
available. Also, in three cases, comparisons with 1948 given in 
the table were incorrect because it turns out that these publica- 
tions, when requested by AA last year to supply net revenue fig- 
ures, actually supplied gross figures. 

In the case of magazine groups, figures were reported here 
Jan. 30 as shown by PIB. The accompanying lettters indicate that 
some group publishers believe this presentation “distorts” their 


For all these reasons, this “Department of Amplification” is 
presented here. All figures were provided by the publishers in- 


that is, the actual cost to advertisers of space used, before deduc- 
tion of agency commissions or cash discounts. They are presented 
in order by the size of their billings in 1949. 


1949 1948 % 
$18,227,835 $16,657,998 +9 
14,764,248 11,319,132 +30 
9,453,514 9,152,179 +43 
6,092,437 6,401,015 —5 
4,061,413 4,300,000 —6 
3,920,933 4,172,542 —6 
2,907,635 2,871,725 +1 
3, 1,897,525 —— 
388,199 —9 

586,010 +13 
a 2,182,420 +42 
1,647,357 +11 

1,081,291 +6 

863,771 +21 

390 398,973 —2 

; 1,415,982 +9 

.. 1,189, 861.580 +38 
: t 1,423,497 —19 
854,290 882,922 —3 

. 818,176 714,528 +14 
. 761,125 811828 —6 
. 721,427 740,049 2 
484,652 513,546 —6 

. 269,082 336,520 —20 


*Includes Fawcett Screen Unit, which in turn is included in Fawcett Women’s Group. 
Includes individual business appearing in each publication belonging to the group. 


tDiscrepancy between these figures and original PIB figures due to fact that PIB does 
not measure movie group advertising which appears in only one book, according to the 


ttTotal of group business only. Individual business appearing in a single publication 


30 issue, comparisons of certain 


be “net advertising revenue’— 
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against the ammoniated dentifrices 
that there is such a product as 
Pepsodent ammoniated tooth pow- 
der. (Possibly this is because an- 
other agency has been handling the 
latter product’s advertising). 

Let me set Mr. Bremner straight 
on a few facts, some of which he 
should have known as an experi- 
enced advertising man. 

In the first place, the majority 
opinion of the dental profession is 
not, as Mr. Bremner declares, a 
reaffirmation of the Pepsodent 


J. Kenneth Staats 


Advertising 
Manager 
Marion 
(Ohio) Star 


Farming is big 
business around 


MARION, Ohio 


23 Words give 
you the reason 


There are 1,600 farms in Marion 
County, averaging 147 acres each 
—a total of 235,200 acres. 91.1% 
OF THIS FARM LAND IS BE- 
ING FARMED. 


Half of our circulation 
is ‘out of town” 


Today we are selling over 20,000 
copies of the Marion Star and 
just about half of them are 
labeled City Zone; the balance 
go out in the highways, byways 
and hedges. Practically every 
farm in the County reads the 
Star. 


How to sell our farmers 


Because 91.1% of the farm lands 
in Marion County are cultivated, 
the buying power of our farm 
circulation runs way up in the 
millions. We have proof that the 
Star can, in this market, single- 
handed, sell more for less than 
any other medium you can buy. 
So your schedule will work two 
ways. You will sell most of our 
town readers and practically all 
of the rural people also. 


Need more information? 


Drop me a line or have your 
salesmen call when they are in 
town. There are few markets in 
this country that offer two big 
markets in one package. My 
time is your time when you 
want something done in Marion. 


OUR 7 PAPERS 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 

These 4 represented by 
John W. Cullen Company 
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film-removing theory. A survey of 
37,000 dentists made as recently as 
November of 1949 and certified by 
the public accounting firm of Louis 
Sturz & Co. shows that three out of 
four dentists recommend ammoni- 
ated dentifrices and that Pepsodent 
toothpaste has only one-third the 
recommendation of Amm-i-dent 
toothpaste among the dental pro- 
fession. As a matter of fact, Amm- 
j-dent is recommended by more 
dentists than any other brand of 
dentifrice! 

Mr. Bremner states that am- 
moniated toothpastes have not 
shown sales gains comparable to 
the regular type of toothpastes. 
Since Pepsodent is a subscriber to 
the Industrial Surveys Co. con- 
sumer panel, we suggest that they 
read the latest report dated Jan. 14, 
which shows that Pepsodent tooth- 
paste has declined 28% in its share 
of market position since last Janu- 
ary, whereas Amm-i-dent tooth- 
paste has increased 600% since its 
introduction in July, 1949. 

Moreover, whereas last January 
only one person in 50 used an am- 
moniated dentifrice, a year later, 
in January, 1950, the record shows 
that more than one out of every 
four dentifrice purchases is an am- 
moniated toothpaste or powder. 

I am sure that Mr. Bremner is 
not naive enough to assume that 
these are all new users in the den- 
tifrice market. Is it possible that 
some of them are former Pepso- 
dent users? 

The American public does not 
read its advertising as carelessly 
as some advertising men presume. 
We believe that is one of the ma- 
jor reasons Amm-i-dent, with its 
proven record of decay reduction, 
is winning Pepsodent users every 
day. 

GEORGE J. ABRAMS, 

Advertising Manager, Block 

Drug Co., Jersey City, N. J. 


ee e« @ 
Where Was ‘Tribune’? 

To the Editor: ADVERTISING AGE 
of Jan. 23 carried a front-page ar- 
ticle stating that Life was No. 1 
of all media in advertising bus- 
iness carried. Also that American 
Home was No. 20 ($6,571,000). 

Where was the Chicago Trib- 
une? Certainly somewhere in be- 
tween these two—if not out in 
front. 

WARREN W. ANDREWS, 
Chicago. 

AA is attempting to secure dol- 
lar figures on advertising from 
leading newspapers (which have 
never been available), but doubts 
that it will get very many. Our 
guess—and purely a guess—is that 
the Chicago Tribune would stand 
fifth or sixth on Life’s list of “20 
leading advertising media” if its 
figures on total advertising reve- 
nue were released. Other news- 
papers also would be comfortably 
within the “upper brackets.” 

° 


° e 
WHBY Has No Truck 
with Per Inquiry Deals 
To the Editor: Enclosed is the 
type of card we send all outfits who 
try to leech time on WHBY, Ap- 


WHBY, Appleton, Wisconsin, does not accept advertising 
ona per inquiry basis. WHBY's policy is definitely opposed 
‘to accepting advertising that does not confirm to the 
standards set forth in our published rate card. 


WHBY 

Appleton, Wisconsin 
pleton, Wis., on a per inquiry 
basis. 


We were quite interested in the 
quotes from the story about the 
Campaign KRNT, Des Moines, 
plans to break-shortly against P.I. 
deals. We think your last para- 
graph in the story [saying that 
relatively few stations accept P.I. 
deals] is in error. Either ADVERTIS- 
ING AGE or Dr. Dillon should be a 
bit more realistic and recognize the 
fact that a goodly number of 50,- 
000-watters are accepting them. 

Last year we examined some 12 
of these P.I. deals... Radio should 
make an honest accounting of. it- 
self and try to stop this traffic. The 


a 


situation is becoming worse by the 
week. 

This thing would stop if the ra- 
dio industry had responsible lead- 
ership at the 50 ke level... Pardon 
the sermon, but I hate to see our 
industry keep dragging itself in 
the muck. 


Ear. H. Hurts, 
Manager, WHBY, Appleton, 
Wis. 
e e@ « 
Smith Clears Up Witt, 


Kimball, Nylon Dip Jumble 


To the Editor: In your issue of 
Jan. 23, 1950, you ran a news item 
headed: Kimball Resigns Nylon 
Dip. 

It further states that when Earl 
Witt was asked if he had appointed 
a new agency, he stated that he did 


standing with the trade papers, 
which we trust that you will pub- 
lish the true facts, as on this date 
Abbott Kimball Co. knew that Earl 
Witt Inc. had been canceled out 
as our distributor. 

Earl Witt Inc. was canceled out 
as our distributor on Dec. 15, 1949, 
this fact being known to Earl Witt 
_. and also the Abbott Kimball 

0. 

ROBERT SMITH, 

President, Robert Smith Mfg. 

Co., Los Angeles. 

ee « e 
Says Greater Competition 
Means Higher Frequency 

To the Editor: In connection 
with your editorial on the ques- 
tion of frequency, I agree most 
heartily that the one thing we 


Si Se 


ae eS eee ny ee ee” her 


I feel rather certain of one thing, 
however. Because of the increase 
in the number of advertisers and 
in the size of campaigns—and 
therefore, the size and weight of 
publications—there is now as never 
before a need for more frequency. 
It is simply a matter of your ad- 
vertising having to compete with 
more ads of competitors and more 
ads of all types. 

Out of my own experience, I 
have some outstanding examples 
of small space, high-frequency ef- 
fectiveness—but unfortunately it 
is not possible to arbitrarily make 
all campaigns in that pattern. 

Anything in the way of opinions 
or facts that you get together on 
this important subject would cer- 
tainly be of great interest to me. 


en ee a. re 
43 
,/GOLFDOM-, 
Journal of the 
Whole Business 
Act now for 


SPRING 
BUYING 
ISSUE 


GOLFDOM 


407 S. Dearborn St. 


not know that Kimball had re-| know least about is the proper fre- JAMEs A. BARNETT, Chicago 5 
signed. quency—and proper ways of in-| Vice-President, Lever Broth- 
This has caused a misunder-|sertion. ers Co., New York. ‘ Sj 
- a reproduction of our four 


color front cover for the annual 
Spring change-over issue of 
SUPER SERVICE STATION. Over 
60,000 copies of this issue will 
reach the retailers who do the bulk 
of this multi-million dollar busi- 


Customers, at the rate of over 3,000,000 a 
day—car owners, if you please, will be con- 
tacting readers of SUPER SERVICE STATION 
for their annual spring change-over. It’s a 
big, fast, nation-wide drive! The sale of 


ness with car owners. 


your product will fare in exact relation 
to the advertising effort you put behind it. 
Use this spring change-over issue! It’s the 
April issue! Bear in mind —3 million cus- 


tomers a day! 


THE IRVING-CLOUD PUBLISHING COMPANY 


Daily News Bldg., Chicago 6, Ill. * 122 East 42nd St., New York 17, N. Y. * Leader Bldg., Cleveland 14, Ohio 


Also Publishers of JOBBER TOPICS and HARDWARE, HOUSEWARES and SPORTING GOODS 
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Never Underestimate the Power of a Woman! |P! 
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Nor the power of the magazine 


that sells more newsstand copies per issue 


than any weekly, any monthly— 


any other magazine in the world.* 


taoies’ JOURN A [ THE MAGAZINE WOMEN BELIEVE IN 


*ABC average, Ist nine months, 1949 5 
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Advertising Age, February 13, 1950 


PHOTOGRAPHIC 


BELDING PRESENTS—Secretary of Com- 
merce Sawyer receives the Freedoms Foun- 
dation Award for “outstanding achieve- 
ment in bringing about a better under- 
standing of the American way of life’ 
from Don Belding, chairman of the execu- 
tive committee, Foote, Cone & Belding, 
and president of the foundation. 


BUDGET BOOSTERS—Executives of Stephen F. Whitman & Son, Philadelphia, candy 

maker, plan a bigger-than-ever advertising and merchandising campaign for Whit- 

man’s Sampler and other packaged chocolates. Left to right are Julian T. Barksdale, 

sales promotion manager; William M. Noonan, vice-president in charge of sales; T. 

C. Gleysteen, account executive of Ward Wheelock Co., Whitman's agency; and Louis 
L. Mcilhenney, Whitman’s president. 


eRseT NYLON 
Russe 


SEVEN CROWN ‘GIN’—George E. Mosley, Seagram ad manager, here counts the 
points won by S 1 ©. Youngheart, executive v. p., Warwick & Legler. Seagram 
executives Harold S. Lee, Herbert W. Evenson and Arthur J. O'Neill kibitz. The 
deck of cards has backs featuring Seagram 7 Crown ads, and is given to salesmen 


quant 
CONTA 


The juiciest hardwood for extra to merchandise Seagram advertising, emphasizing its continuity and power. Some 
‘ f' wieners yet, smoked flavor! 53 ads of the more than 200 run are used in the deck (which can’t be used be- 
Guarenteed _. athet's cause it makes cheating easy—it’s marked to begin with). Youngheart originated the 

m OVER SO YEARS 


7 Crown campaign. 


highest quality Peters Wieners! 


DOUBLE DUTY—Rubberset Co., Newark, 
N. J., manufacturer of the shaving brush, 


7p 


Word Grouping is used in a of four-color appearing offers a choice of three new nylon-bristled 
called “Square-span” new series cor cards in Detroit brushes in combination with this Shave- 
‘ ~ Shelf dealer display. When assembled 

for Peters The agency, believes this is this brief, , , 
Sausage Co. Denman & Betteridge, the first time idea-group copy with top on, the plastic shell doubles os 


a moisture-proof traveling case. 
has been used 
in transportation advertising. 


_ 


_ IA 


SPOT CLINIC—On hand at a | of the Nati of Radio Sta- 
tion Representatives in New York are (seated, left to right) Henry Ringgold, Edward 


ON DISPLAY—This point of purchase dis- 
play material (exclusive of model) backs 
the national advertising of the radio tube 
division of Sylvania Electric Products, New 
York, in its continued boost for radio- 
television service men. 


Petry & Co.; Russell L. Harris, advertising manager, American Chicle Co.; Fred F. 

Hague, George P. Hollingbery Co.; and Robert Eastman, John Blair & Co. Stand- 

ing: Thomas Campbell, Branham Co.; Russell Walker, John E. Pearson Co.; William 

Reed, John Blair & Co.; T. F. Flanag ging director of the association; and 
William Wright, Katz Agency. 


NEW OWNER WELCOMED—R. D. Merrill, center, Washington lumberman who re- 

cently inherited the Don Lee Network from the late Thomas S. Lee, is welcomed to 

the Don Lee offices by Lewis Allen Weiss (left), chairman of the board of directors 

of the network, and Willett H. Brown, president. Lee left his $9,000,000 estate to 

Merrill as sole beneficiary. Merrill helped the late Don Lee establish the Don Lee 
radio and automotive business in their early days. 


NEIGHBORLY—Criterion Service has posted 4’x8’ posters like the one at right, urging 

shoppers to patronize their neighborhood stores, on many of its three-sheet locations. 

In return, trade ads run by Criterion ask dealers to give display help and assistance 
to regular Criterion advertisers who are listed in the ads. 


BLUEPRINT—Planning activities for Brand Names Day on April 5 
are (I. to r.): Nathan Keats, Brand Names Foundation’s assistant 
to the president; Ivor Kenway, v.p. of American Broadcasting 


Co.; H. James Gediman, committee chairman and regional man- 
ager of Hearst Newspapers; Henry E. Abt, foundation president; 
Albert Morse, Goodall-Sanford; George Fotis, Remington Rand, 
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Irwin to ‘New Orleans Item’ 

Joel L. Irwin, formerly chief of 
the advertisers’ service bureau, 
Courier-Journal and Louisville 
Times, has been appointed pro- 
motion manager of the New Or- 
leans Item. Previously he was sales 
promotion manager of Cutler Sign 
Advertising, Philadelphia, and pro- 
motion manager of the Camden 
Courier-Post. 


Wallace Joins Harold Cabot 


Joseph R. Wallace, for the past 
five years in the market research 
department of Lever Brothers, has 
joined Harold Cabot Inc., Boston, 
to work on research, marketing 
and merchandising. The Cabot 
agency has been appointed adver- 
tising counsel to Samson Cordage 
Works, Boston. 


Leonard Joins BBDO 


John H. Leonard, formerly pro- 
motion manager of Macfadden 
Women’s Group and assistant pro- 
motion manager of the True Story 
Women’s Group of Macfadden 
Publications, has joined the copy 
department of Batten, Barton, 
Durstine & Osborn, New York. 
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They Say That Lincoln 
Darned Hi 
Tee: se 


cx Are Your Sox Insured? 


Holeproof Hosiery 


eee te 


THEN—In an 1889 ad (left), Holeproof Hosiery Co. (then the Kalamazoo Knitting 

Co.) told how it had developed “an honest sock” that “doesn’t get the everlasting 

holes of the common kind.” In 1907, the company said that Lincoln darned his 
own sox, but of course that was “before Holeproof hosiery was invented.” 
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Miss Hart Leaves BAB 

Lee Hart, retail specialist of the 
Broadcast Advertising Bureau, New 
York, has been given an extended 
leave of absence. No announce- 


ment is expected on the appoint- 
ment to fill this vacancy until 
Maurice Mitchell, BAB director, 
returns from a trip to the West 
Coast. 


AD 


Agency time buyer or Advertiser: How 
does this sound to you? Radio pro- 
gramming facilities unrivaled outside New York or Hollywood production 


centers . 


re 
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BUT ONLY ONE... 


. . A 200 person talent staff including some of America’s 
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CLEAR CHANNEL 
50,000 WATTS 


HARRY STONE 
General Manager 
IRVING WAUGH 
Commercial Manager 
EDWARD PETRY & CO. 
National Representative 


biggest name entertainers . . . And to reach the booming Central-South 
market the most powerful signal now authorized any American radio 
station — 50,000 watts on an interference-free Clear Chanr=>! 


That's what you get when you buy WSM. That's why with 2612 
stations in this country there is still ONLY ONE WSM. 


SALESMAKER TO THE CENTRAL-SOUTH 


Holeproof Breaks 
Largest Ad Campaign 
in 79-Year History 


MILWAUKEE—Holeproof Hosiery 
Co. this month opened its largest 
promotional campaign in 79 years. 

The drive is divided into three 
parts—one on women’s hosiery, 
one on men’s sox and a third 
on Luxite lingerie. 

First to get under way is the 
women’s hosiery drive, which is 
using four-color and b&w pages 
and two-thirds pages in Charm, 
Glamour, Mademoiselle, Photo- 
play, Today’s Woman and Vogue. 

In March, the Luxite campaign 
will break with a four-color spread 
in Harper’s Bazaar, continuing 
through June in the same maga- 
zines carrying the women’s hosiery 
ads. Four-color and b&w pages 
comprise the bulk of the drive. 


= In addition, the Luxite garter 
brief will be featured in a separate 
series of insertions in Fawcett 
Women’s Group, Ideal Women’s 
Group, Modern Screen and Seven- 
teen. 

Th men’s sox promotion is set 
to break in the March 25 issue of 
Collier’s and will continue in Es- 
quire, Look and The Saturday Eve- 
ning Post. 

Holeproof, through its agency, 
Weiss & Geller, Chicago, also will 
offer dealers counter cards, news- 
paper mats, window display ma- 
terial, interior displays and radio 
commercials. 

The Fashion Academy Gold 
Medal Award, given the company 
this year, will get feature billing 
in most of the copy. 


Green Spot Expands Schedule 


Green Spot Inc., Los Angeles, 
which has sponsored “Surprise 
Package” for its tinned orangeade 
two days a week on 14 stations of 
the ABC Pacific network, will 
sponsor the first half of the show, 
starting March 2, on a 70-station 
lineup Tuesdays and Thursdays. 
Starting April 3, the schedule will 
be increased to five quarter-hours 
a week on the 70-station hookup 
in 12 states. 


Trade Conference Scheduled 


The Chicago Association of Com- 
merce and Industry and the Export 
Managers Club of Chicago will 
jointly sponsor the 1950 Chicago 
World Trade Conference to be held 
as x Hotel Sherman, Chicago, 

eb. 27. 


Advertising Age, February 13, 195 


NOW—Current ads in women’s maga- 

zines, placed through Weiss & Geller, 

Chicago, feature the Fashion Academy 

Gold Medal Award given Holeproof in 
1950. 


Regina Promotes Polisher 


Regina Corp., Rahway, N. J, 
will launch its biggest consumer 
drive for Regina twin-brush 
polisher this spring. Ads will run 
from March through May in eight 
magazines and in Sunday maga- 
zine sections of papers in New 
York, New Orleans and Los An- 
geles. Williams & Saylor, New 
York, is the agency. 


Three Name Mackay Agency 


Wallace Mackay Co., Seattle, has 
been appointed to handle the ad- 
vertising of Fentron Steel Works 
Inc. and Trim-Set Corp., Seattle, 
producer of metal windows, using 
newspapers and trade publications. 
Clair Lanning, manufacturer of 
food specialties, including Chips 
by Vete, also has named Mackay. 


Vineland to Nemarow Agency 


Vineland Poultry Laboratories, 
Vineland, N. J., has appointed Syd- 
ney R. Nemarow, Advertising, 
Vineland, to handle its account. 
Agricultural publications, radio 
and direct mail will be used. 


Grant Joins Cleveland Agency 


Fred Grant, for the past 20 years 
with McGraw-Hill, has joined 
Belden & Hickox, Cleveland, as 
account executive and director of 
sales research. 


Pew Opens PR Office 


Marlen E. Pew Jr., public rela- 
tions director of Maxon Inc. for 
the past eight years, has opened his 
own public relations office at 415 
Lexington Ave., New York. 


Always a swift reminder 
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IMPULSE. When is the best time to 
remind people of your product? 
Why, it’s when they’re outdoors, 
close to market . . . ready to buy. 
And you can count on Outdoor 
panels to make your advertising 
hit hard at the right time . . . in 
the right place. Use GOA for that 


; : . & Ss all 
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swift reminder that turns impulse 
into action! General Outdoor 
Advertising Co., 515 South Loomis 
St., Chicago 7, Illinois. 
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j The Eye and Ear Department 


I am the electric organ. < ) 

From the current coursing through my intricate system come ’ ; 
tones never before heard by the human ear. 

Tones of sadness and remorse. Tones of heartbreak. Tones of 
suspense and tones of terror. 

Without me, half the soap operas on the air could never be 
properly introduced—let alone carried along from day to tired 
day. Jane’s surprise at finding Ethel’s sister’s first husband eat- 
ing a hot dog with mustard under the bed in her apartment could 
never be registered. Ronald’s growing awareness of his secret love 
for his brother Joe’s first wife’s cousin Wilhelmina could never be 
expressed. 

Without me, the horror tales on radio and TV would be as tame 
as Kukla, Fran and Ollie. The man waiting in the shadow behind 
the door, with upraised knife, as the nice old lady enters the 
room, would look as harmless as a dart player. The suspense en- 
gendered as the homicidal maniac’s bony fingers close around 
the neck of the little girl, into the commercial and back again, 


3, 198 
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wt | 


a could never be reawakened without my help. 
— in Nor could the excitement when a fat, middle-aged housewife, 
on a daytime quiz program, guesses the right answer to “What is 
Harry S. Truman’s middle initial?” be brought to its tremendous 
and frenetic climax without my bouncy and loud aid. 
J Inspiration of the imagination-starved writer, first thought for 
N. J, the musical bridge, helpmeet of the restricted budget, I am the 
sumer electric organ. 
a us God, why was I ever invented? 
1 eight 
mages * * Orange Crush 10.0% 
| Latin Americans | Persi*cois 5.4% 
New Canada Dry ginger ale 4.6% 
S d M . yi Sidral Mundet 1.6% 
Bilz 1.5% 
ncy en ecanica Indian Tonic 1.3% 
le, has Mission Orange 1.2% 
ne ad- Th . C D t In reply to the question, “What 
Works elr ar a a make of car will you buy?,” 5,000 
seattle, Latin Americans answered: 
_ using Cuicaco—Car serial numbers| Ford 30.0% 
— submitted by 52.2% of Latin Amer- | Chevrolet 23.8% 
Chi icans responding to a June Me-| Buick 5.4% 
ckagl canica Popular questionnaire have | Dodge 5.0% 
"| produced what advertising man-| Mercury 4.7% is ‘ 
yency) #8er C. L. Perkins of Popular Me- | Plymouth 4.3% Home furnishings buyers employed by the nation’s de- 
y chanics Co. terms a “thoroughly| On fountain pen ownership, 4,- * : : 
tories, Eetfied Latin American market| 741 named the first five as: partment stores and furniture stores are multiple buyers 
tising | *Udy-” Parker 59.8% ... buy more than one type of home furnishings. They 
count | The results of the sampling} Sheaffer 11.5% ‘ : . “ : 
radio Which Popular Mechanics’ Span- nr oeeee. et might be buying furniture in the morning, rugs and lamps 
. ish-language edition held by means | &Sterbroo fo . . 
of a questionnaire printed in the| Waterman 3.3% in the afternoon. Or housewares one hour, china and 
yency | June issue were revealed here by . ' : f appliances the next. 
eas] Peking and senerch director 3]. With the exeption of Siam 
joine , , 
id, as} The 100,000 readers of Mechan-| Products are shown to be the most The average buyer in these stores buys 5 different lines! 
tor of | ics’ Spanish edition were asked to widely distributed in Latin Amer- So b 91 
name specific brands of consumer oe P —_ me Duy as many as 
items they buy, ranging from soda nal oll his ‘te rt of ts pn ag cons 
rela- op listed as follows: There's only one business paper that gives them business 
¢. for} » Five thousand questionnaires| Williams ppt news on all] the lines they buy—gives it to them fast, in 
- be were returned before the sampling | Mennen 16.5% : ; ; ; ats d 
was closed at the end of last No-| Colgate pe time for them to act on it, profit from it: Retailing Daily. 
vember. Statistical Tabulating Co., | Palmolive 11. a 
Chicago, formulated the results. Ingram 3.4% . ' 
Key to the validity of the surve Explanations: of the study are That's why more of them read it than read any other 
Lautan to Mr. Sas were the being mailed to interested adver- h ishi 3 : ; 
questions dealing with car owner- | tisers, and business paper adver- ome furnis ings business paper in the nation. 
ship. While 73.6% of the persons| ising will soon follow. 
answering said that they own a RET 
car, 70.3% of these, or 52.2% of| Burnett Names Williams AILING DAILY 
the total, included the serial num- Bess Williams, formerly with 
ber of their cars in their responses. | the public relations department of A Fairchild Publication, 7 East 12th St., N. Y. 3 
: F joined Verne Burnett Associates 4 
lengthy questionnaire and pur- Ne w York, as an account execu- 
chasing the postage for its return, tive + 
Popular Mechanics offered each ‘ 
respondent a free copy of “Guia Named To Promotion Post MB : 
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guide book. ager of the sportswear division of - ORE FOR yo 
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AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, covering: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS + 


+ CURTAINS & DRAPERIES CHINA & GLASS + 


LAMPS & LIGHTING + HOUSEWARES + 


* FLOOR COVERINGS 
MAJOR APPLIANCES + 


GIFTS & DECORATIVE ACCESSORIES 
RADIOS, PHONOGRAPHS, RECORDS + TELEVISION 
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Interdenominational ‘Protestant Weekly’ 
Bows in Fall; $2,000,000 Fund Drive Started 


Mo.—Protestant 
World, national interdenomina- 
tional weekly newspaper, will 
make its appearance next fall. To 
be issued by Protestant Publish- 
ing Corp. here, the paper’s edi- 
torial offices will be here. 

James E. Craig, former chief 
editorial writer for the New York 
Sun, has been named managing 
editor and will take over the post 
in April. The Rev. Dr. Robert W. 
Searle is executive secretary of 
the publishing company and op- 
erational head of the paper. Frank 
M. Totton is treasurer of the com- 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


Kansas Clty, 


pany. 

Initial circulation is expected 
to be about 500,000. Advertising 
will be solicited, but no rate has 
been determined. Liquor, tobacco 
and patent medicine advertising 
will be rejected. 

Dr. Searle reports that the paper 
will cover national and world 
news, as well as religious news. 
It will be tabloid in format and 
about 20% pictorial. Dr. Searle 
said it will be pro-Protestant 
rather than anti-Catholic and will 
combine the “integrity of the 
Christian Science Monitor with 
the vocabulary of the New York 
Daily News.” 


s Subscription price is $3 a year 
and, according to a company 
spokesman, the paper hopes to get 
into the home of every Protestant 
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nationwide drive among Protes- 
tant groups and communities to 
secure an initial fund of $2,000,- 
000. The first test fund campaign, 
launched in the Minnesota area, 
has reportedly garnered nearly 
$250,000. 

Protestant Publishing Corp.’s of- 
fices are at 1021 McGee St. here. 
Temporary New York offices are 
at 144 E. 24th St. 


City Names Kashuk Agency 

Long Beach Chamber of Com- 
merce, Long Beach, L. I., has ap- 
pointed Lew Kashuk & Son, New 
York, to handle advertising and 
promotion in newspapers. Promo- 
tion plans will be based upon Long 
Beach as “America’s Healthiest 
City” for year-’round living. 


Northrup Joins Mathes 


Miss Merre K. Northrup has 
been named to the radio- staff 
of J. M, Mathes Inc., New York. 
Formerly account executive with 
Cruttenden & Eger, Chicago, she 


family, giving it a potential cir- | 
culation of several million. The 
company is now conducting a 


»will serve as assistant to Read 
Wight, radio-television director for 
Mathes. 


it pays to use 
both hands 


S 


to get a 
firm grip 
in Big St. Louis 


(America’s 8th largest market). 


put sales 

on the upswing 

with substantial schedules 
in the St. Louis Star-Times 


more than 180,000 responsive 
Star-Times reader families 
give you the essential low cost 
PULLING POWER. 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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AT SPORT AWARDS DINNER—The crowd at Sport magazine's second awards dinner 

for top performers in the sports world included (left to right) John McCormick of 

Sport; Kent Dennon, Batten, Barton, Durstine & Osborn; Sy Moorman, sales man- 
ager, and Wallace Guthrie, executive vice-president of Schick Inc. 


McGraw, Caldwell 
Court Case Brings 


New Developments 


New YorK—McGraw-Hill Pub- 
lishing Co., publisher of Electrical 
Merchandising, filed a note of ap- 
peal last week in the appellate di- 
vision for a stay of state supreme 
court Justice Samuel Dickstein’s 
decision of last December, finding 
in favor of Caldwell-Clements Inc., 
publisher of Radio & Television 
Retailing, in a breach of contract 
suit brought by the latter (AA, 
Dec. 26, 49, and Jan. 9, 50). 
Another development in the case 
last week was a clarification of his 
final decree issued by Justice 
Dickstein at the request of the 
litigants. 


s “The court found and decreed,” 
his clarification says, “that the 
October issue [of Electrical Mer- 
chandising] was primarily in the 
radio-television field and that the 
promotional material and the issue 
could not be used for advertising 
purposes for the duration of the 
contract.” 

“Consequently,” the justice con- 
tinues, “defendant [McGraw-Hill] 
was limited as to each future is- 
sue to inclusion of editorial fea- 
tures in radio and television to the 
extent of not more than 4.22% of 
the total pages of editorial ma- 
terial in any such issue... 

“Thus, the decree limits defend- 
ant with respect to the editorial 
section of any future issue and 
further restrains defendant from 


less of the number of pages. Thus 
restrained, as indicated in the de- 
cree and here, defendant should be 
free to solicit advertising, being 
limited nevertheless to inclusion of 
advertising on radio and television 
to the extent of 15% of the pages, 
in any future issue, devoted to all 
advertising in any such issue.” 


a Joseph Gerardi, McGraw-Hill’s 
legal counsel, told AA that Justice 
Dickstein’s clarification would 
seem to need further interpretation 
as the term “editorial features” is 
ambiguous and susceptible to dif- 
ferent meanings. ; 

The suit hinges on alleged vio- 
lation of contract made between 
McGraw-Hill and Caldwell-Clem- 
ents at the time the latter bought 
Radio & Television Retailing in 
1942. The contract runs until April, 
1951. 


Inaugurates Industry Award 


Navigators, New York, an asso- 
ciation for the advancement of the 
graphic arts, has announced that 
each March it will make an award 
to some one person in the New 
York area who has “rendered dis- 
tinguished service to the graphic 
arts.” The award will be known 
as a Navigators Service-to-Indus- 
try Award. The selection will be 
made by a jury of five men. 


‘Bulletin’ Increases Rates 


The Philadelphia Evening Bull- 
etin will increase its retail adver- 
tising rates about 8%%, effective 
March 1. Basically, the increase 
means a boost of 5¢ a line across 


giving primary emphasis regard-' 


the board. The increase applies 
only to the weekday edition and 
not Sunday. 
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Study Finds Budgets 
Are Set Arbitrarily 


San Francisco—About 35% of 
the members of the Northern Cali- 
fornia Industrial Advertisers As- 


pitrarily. 

The NCIAA made the pilot study 
as the first step in its new man- 
agement relations project. Twenty 
advertisers were questioned. 

Of the 20 who were asked: “On 


Exhibit Producers Elect 


The Exhibit Producers & De- 
signers Association elected the fol- 
lowing officers for 1950 at its an- 
nual meeting in New York last 
week: Don C,. Canfield, Burton- 
Rodgers, Cincinnati, president; 
Bernard Green, Ivel Corp., New 
York, vice-president; John White, 
Gardner Displays, New York, sec- 


Joins Allen & Reynolds 


Lee W. Dreves, formerly adver- 
tising manager of the Omaha Flour 
Mills Co., has been named an as- 
sistant account executive of Allen 


Pittsburgh Women 
Like Radio Comedy 
Most, Study Shows 


PITTSBURGH—A survey of 1,500 
housewives here indicates that 


44% prefer comedy radio pro- 


Guide-Post Research made the 
survey, in which the question was 
put, “What radio programs would 
you miss most if they were no 
longer broadcast?” The answers: 
1,229 said they would miss comedi- 


Many women who replied men- 
tioned specific programs. In order 
of the number of mentions re- 
ceived, the first ten were: Arthur 
Godfrey, Lux Radio theater, Fibber 
McGee & Molly, Breakfast Club, 
Bing Crosby, My Friend Irma, 
Louis L. Kaufman, Jack Benny, 
Stop the Music and Theater Guild. 


sociation, who were queried in @| retary and Frank Hedia, F. K.|8tams, 25% musical programs, 
pilot study’made by the chapter, Hedja’ Exhibit Service, New York,|12% news, and 12% giveaway|Tollen Appoints Lindsay 
determine advertising budgets ar-| treasurer. shows. Lindsay Advertising Agency, 


New Haven, Conn., has been ap- 
pointed to direct the advertising 
and public relations of Tollen Co., 
North Haven, Conn., manufacturer 
of Bond-Brik, a new hollow build- 
ing unit of concrete composition. 
Direct mail, newspaper and out- 
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to all J trary figure. And one bases the 
8.” budget on an estimated percentage 
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‘Hill’s The report also shows that sales 
ustice | managers have the highest degree 
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‘9 In | advertising of the Amsterdam 
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as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “Teacher of Business.” 

This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishin 
Company —is none other than James H. 
McGraw. 

The size of this book is 6% x 9% — 
It is bound in a beautiful green simw- 
lated leather with title and sub title 
printed in gold ink on the front cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


‘$100 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, Il. 


FILL IN AND MAIL THIS COUPON 
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“a letterteead paper youll, We cn oftces where decisions counts 


Plans for the cities of tomorrow are being studied today by architects, builders, engineers. 


In their offices you will find Cockletone Bond. 


This letterhead paper, such men have found, has the firm substance, “quality feel,” clean 
whiteness to lend appropriate impressiveness to their business messages. Consider appointing 
Cockletone Bond as your business representative. Its moderate cost will surprise you. 


THE FINEST LETTERHEAD PAPER EVER PRODUCED BY HAMMERMILL CRAFTSMEN 
FSS 


For the name of a member of the Hammermill Guild of Printers, ready and willing to supply your printing needs on 


Hammermill Papers, call Western Union by number and ask for ‘‘Operator 25.” 


Please send me....copies of “Teacher 
of Business”. Enclosed is $.......... 


ee ee Zone... State...... 


We will also include a 


letone Bond. 


TODAY 
= SEND THIS COUPON NOW... for Cockletone 
sos bole Bond portfolio containing specimens of Hammermill Paper Company 
Advert Publicati Inc. . prt “2 ; 
Sa prenatal good modern letterhead design which you'll 1459 East Lake Road, Erie, Pennsylvania 
Y 5 ‘ : tee f ; Pl nd me—FREE—the Cockletone Bond 
100 E. Ohio St., Chicago 11, Ill. — oune > aE, Saqeering or on: nenthalle: non + pate wry ey 
Coentlemen: designing your present business letterhead. 


sample book of Cock- 
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‘NY Times’ Shifts Three 


Kenneth C. Brown has been 
named financial advertising man- 
ager of the New York Times. He 
joined the newspaper’s financial 
advertising staff three years ago 
and in 1949 transferred to the na- 
tional advertising staff. B. H. 
Leather, financial advertising man- 
ager, will now specialize in insti- 
tutional and industrial advertis- 
ing in the national advertising de- 
partment. Charles Schumann, in 
the national advertising depart- 
ment, has returned to the financial 
advertising staff. 


Miller Associates Moves 


Miller Associates, advertising 
agency, has moved its office from 
150 Montague St., Brooklyn, to 
280 Madison Ave., New York 16. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


HALLIBURTON BLDG. 
ANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. 


Adclub Study Shows 
Average Salaries 
of Art, Copy Men 


Los ANGELES—Highest paid copy- 
writer in Southern California has 
a salary of $10,400, according to a 
survey conducted by the Southern 
California Advertising Agencies 
Association, among its member- 
ship. 

The study covered salaries of 
account executives, art directors, 
copy chiefs, copywriters, produc- 
tion managers, radio directors, 
artists, media buyers, bookkeepers 
and various creative positions. 
Only data on the art directors and 
copywriters were released, how- 
ever. 

Median salary for copywriters of 
all agencies was $3,200. Agencies 
billing more than $1,000,000 paid 
$4,800, and agencies billing from 
$250,000 to $500,000 paid $3,000. 

The median salary for art direc- 
tors (all agencies) was $5,000. 
Agencies billing more than $1,000,- 


000 paid art directors $5,000, but 
agencies in the $250,000-$500,000 
bracket reported paying $6,000. 

The study will be conducted 
annually to enable members to 
compare payrolls with all agen- 
cies and with other agencies hav- 
ing similar billings. 


Issues Ad Rate Guide 


E. H. Brown Advertising Agen- 
cy, 20 N. Wacker Dr., Chicago, has 
issued the “1950 Advertisers Rate 
and Data Guide,” the 25th annual 
edition. The 52-page guide lists 
rates, circulation, closing and is- 
suance dates for general, farm, 
mail order and direct selling pub- 
lications. Newspaper display rates 
in cities of more than 250,000 pop- 
ulation and rotogravure section 
rates also are listed. The guide 
is available to advertisers without 
charge. 


Lynnes Names Hayes V. P. 


William S. Hayes, eastern man- 
ager in New York of Lynnes & As- 
sociates, publishers’ representative, 
has been named a vice-president 
of the company. 


as Genuinely American as an 


IGE CREAM SODA 


912 KANSAS AVENUE 
TOPEKA ,KANSAS 


Capper Publications, Inc. 
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WINNERS—The 1949 Mac Wilkins Memorial Award, won by White Stag Mfg. Co., 
Portland, is held by Harold Hirsch (lower right), executive vice-president of the 
company. Posed at the Oregon Adclub, where the presentation was made, are 
(front row) Ted Bushman, Mac Wilkins, Cole & Weber, Portland; Allen S. Clark, 
First National Bank of Portland; Mr. Hirsch. Second row: Carroll O’Rourke, Mac 
Wilkins, Cole & Weber; Jason Hervin, ad manager, White Stag; H. Richard Seller, 
Allen & Clenaghen, White Stag’s agency; and Donald M. Allen, agency partner, 
holding the companion trophy won by the agency. Back row: Bill MacGibbon, 
Joseph R. Gerber Co.; Paul E. Kendall, West Coast Woods; and Bruce Williamson, 
president, Jarman-Williamson Mfg. Co. 


RMA Estimate Shows 
$560,000,000 in TV 
Sets Made in 1949 © 


WASHINGTON—Radio manufac- 
turers in 1949 sold more than 
$850,000,000 worth of radio and 
television sets, as compared with 
a $750,000,000 volume in 1948, ac- 
cording to a Radio Manufacturers 
Association estimate. 

Bulk of the increase resulted 
from increased TV receiver sales, 
which comprised about $560,000,- 
000 of the total volume last year. 

At the retail level, total 1949 
sales of radios and video sets were 
more than $1.3 billion, exclusive 
of installation and service charges. 

The sales of about 2,800,000 tele- 
vision receivers accounted for 
$875,000,000 of the retail total in 
1949. 

The estimates, released by Ray- 
mond C. Cosgrove, president of 
the RMA, are not weighted to 
allow for price changes. At the 
close of 1949, prices were about 
25% below the average level in 


the average 1947 prices. 

Mr. Cosgrove also estimated that 
almost 4,000,000 TV sets have been 
manufactured since the war, with 
a retail value of $1.25 billion. 


France to Permit Radio 
Advertising Soon 


Radio advertising in France will 
be available soon again. No de- 
finite date has been set. Announce- 
ments must come before and after 
but not during the program and 
will be limited, at least in its-early 
stages, to French advertising. The 
= target is about $1,142,- 


Fearing some drop in advertis- 
ing revenue, the French Press has 
asked that all radio advertisers be 
bound to advertise their programs 
in the newspapers. It is expected 
that some obligation of this kind 
will be included in the sponsored 
broadcast contracts. . 


Warner Appoints Billmaier 


Don J. Billmaier, formerly pres- 
ident of Central Equipment Corp., 
Toledo, and secretary of the Na- 
tional Ideal Co., Toledo, has been 
appointed sales manager of the 


1948 and approximately 35% under | 


Warner Brooder & Appliance Corp., 
North Manchester, Ind. 


Every day from Portland, Maine to 
the Pacific and Seattle to Savan- 
nah, millions of people call steadily 
at drugstore fountains for An Ice 
Cream Soda, please!" .. . because, 
to paraphrase Master Shakespeare, 
“Age cannot wither, nor custom 
stale its infinite variety.” Yes, in 
every way the appealing goodness 
of an Ice Cream Soda makes it a 
Genuinely American favorite with 
young and old. In like manner, 
Capper's Weekly, with its unique 
HUMAN INTEREST style of edi- 
torial technique . . . enjoys a reader 
popularity because it, too, is Gen- 
uinely American. Yes, thruout the 
rich farm and rural town market of 
lowa, Nebraska, Kansas, Missouri 


and Colorado, Capper's Weekly is 
a regular family reading “must.” 
Discerning advertisers know Cap- 
per's Weekly as a “sure fire” sales 
producing medium for merchandise 
sold either direct or thru dealers. 
To make your product as popular 
as an "Ice Cream Soda" in this 
valuable midwestern market . . . 
Put Capper's Weekly On Your List 
and Let It Prove What It Can Do 
For You! 


YOUR COPY IS READY 
Write today for the new Market Data 
Book ... "Facts About Capper's Weekly 
Families.” This valuable fact filled market 
book will show you how you can use Cap- 
per's Weekly as the perfect test medium 
in this rich midwestern area. 
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You save 
precious hours on 
every production job with 


Faithorn 3-in-] service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Adver 
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*Indicates first listing in this column. 


Feb. 13-14. Inland Daily Press Associa- 
tion, midwinter meeting, Congress Hotel, 


ago. 

Feb. 16-18. Texas Daily Newspaper As- 
sociation, annual meeting, Grim Hotel, 
Texarkana. 

Feb. 28-March 1. Domestic Distribution 
Department, Chamber of Commerce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroit. 

March 28-31. Premium Advertising As- 
sociation of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

March 29-31. Association of National 
Advertisers, annual meeting, The Home- 
stead, Hot Springs, Va. 

March 30-April 1. American Associa- 
tion of Advertising Agencies, annual 
meeting, Greenbrier, White Sulphur 
Springs, W. Va. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 

April 12-19. National Association of 
Broadcasters, 28th annual convention, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 3-4. A iated Busi Publica- 
tions, annual conference, Drake Hotel, 
Chicago. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Presé Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

*Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 


Radio, TV, Recording Men 
Form Charity Organization 


Radio-Television-Recording Per- 
manent Charities Inc. has been 
formed in Hollywood, and will op- 
erate similarly to the permanent 
charities organizations in the mo- 
tion picture industry. Replacing in- 
dividual drives for various char- 
ities, it will raise funds in the ra- 
dio, television, recording and al- 
lied industries in one campaign. 
These will include American Can- 
cer Fund, American Red Cross, 
Community Chest, March of Dimes, 
National Heart Fund and Y.M.C.A. 

Sidney N. Strotz, administrative 
vice-president in charge of NBC’s 
western division, is executive 
chairman of the new organization. 
Earl Seaman, formerly exploita- 
tion manager of KNX-CBS, is 
comptroller and campaign director. 


American Home Promotes 3 


Homer Replogle, formerly vice- 
president for sales of American 
Home Foods, has been named to 
the newly created post of vice- 
president in charge of trade rela- 
tions. Lawrence J. Sauers Jr., for- 
merly eastern regional manager, 
has been promoted to national 
Sales manager, assuming some of 
Mr. Replogle’s former duties. Eve- 
rett B. Allen, formerly sales con- 
trol manager, has been appointed 
merchandising manager of the 
company. 


Ewell & Thurber Names Miles 

Robert Miles Jr. has been named 
to the art and layout department of 
Ewell & Thurber Associates, Chi- 
cago, as an art director. 


Pace-Wiles Appoints Cook 
George E. Cook has been ap- 

Pointed art director of Pace-Wiles 

Inc., Huntington, ‘W. Va., agency. 


Campbell-Sanford Agency 
Retains Chicago Oftice 


Campbell-Sanford’ Advertising 
Co. will close its Cleveland office 
and merge it with the company’s 
Chicago office, effective March 1. 

Personnel in the Chicago office, 
located at 608 S. Dearborn St., re- 
mains unchanged. 


Veronis to ‘Field & Stream’ 


Field & Stream, New York, has 
added John J. Veronis, formerly 
with Popular Science Monthly, as 


Eubanks to Universal-Rundle 


Irvin A. Eubanks, formerly ad- 
vertising manager of Fyr-Fyter 
Co., Dayton, has been appointed 
director of advertising and sales 
promotion of Universal-Rundle 
Corp., New Castle, Pa., manufac- 
turer of bathroom fixtures and 
kitchen equipment. 


Monarch Knitting to Foster 
Monarch Knitting Co., Dunnville, 

Ont., has appointed Harry E. Fos- 

ter Advertising, Toronto, to direct 
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Promotes Hugh Cloud 


Hugh S. Cloud, who has been 
serving in various executive capac- 
ities, has been named assistant 
to the president of Irving-Cloud 
Publishing Co., Chicago. He is the 
son of Kenneth Cloud, president 
and founder of the company. 


Rollins Joins Eshleman 


Joseph R. Rollins, formerly ad- 
vertising manager of Atlantic Re- 
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Sacony Launches Drive 


S. Augstein & Co. will launch 
its most intensive spring and sum- 
mer drive for Sacony fashions in 
12 newspapers and magazines. In- 
sertions will include full-color, 
two-color and b&w pages. Morton 
Freund Advertising Agency, New 
York, has the account. 


Otterson Joins Close 
Jack Otterson has joined the 


fining Co., has joined the executive | sales staff of George D. Close Inc. 
staff of Benjamin Eshleman Co., San Francisco, newspaper repre- 


a sales representative. 


the company’s advertising. 


Philadelphia. 


| sentative, effective Feb. 15. 


“don’t ja 


Do you remember the slovenly, care- 
less, often insolent, service we all 
received during the last war? When 
bad-mannered employees who just 
couldn’t be bothered by their jobs 
took refuge behind the stupid phrase, 
‘Don’t ja know there’s a war?’’ 


Things are better now. 


But the insults and neglect of those 
days had a beneficial result in making 
us appreciate real service. Good serv- 
ice can often be so unobtrusive that 
we forget others are doing things for 
us. ATA service is like that. 


Customers of ATA members over a 
period of years have come to accept 
certain things as a matter of course. 
They sometimes overlook the careful 
organization and meticulous attention 
to details which makes smoothness 
and certainty of operation possible. 
Because ATA members always meet 
deadlines, because they check at the 
outset any questionable point in copy 


or layout, because they carefully avoid 


know 
there’s a war?’ 


all those things that cause vexing de- 
lays and require expensive revisions, 
But 
“eliminating worry”’ is never an item 


the customer has no worries. 


on the customer’s bill. 


That customer’s bill is rendered for. 


a high quality product; but it is as 
low and often lower than competi- 
tors’ prices because every conceivable 
device for saving time is employed. 
Through care and thought in the in- 
itial stages, resets and revisions that 
run into money are avoided. Setting 
a job right the first time is an art that 
flourishes in ATA shops; but it is not 
the result of chance. 

The most expert craftsmanship, the 
finest materials, the latest equipment 
and a smoothly functioning organiza- 
tion which is constantly striving to 
make time reductions in favor of the 
customer combine to do away with 
costly extras. 

It is a fascinating story and it will 
pay you to hear it. Won’t you call 
your nearest ATA member today? 


Advertising Typographers Association 


Executive Offices: 461 Eighth Avenue, New York City 


ALBERT ABRAHAMS, Executive Secretary 


of America, Inc. 


Advertising 
Typographers 
Association 

of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

. M. Bundscho, Inc. 

e Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. ; 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH, 
Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 
The House of Hartman 


LOUISVILLE, KY. 
The J. W. Ford Co. 


MILWAUKEE, WIS, 
Arrow Press 
George F. Wamser, Typographer 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company ’ 
Advertising Agencies’ Service Co., Inc, 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. _ 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House | 

Imperial Ad Service 

King Typographic Service Corp. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmide, Inc. 
Harry Silverstein, Inc, 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 

John C, Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 

Martin & Pettitt, Inc. 

Frank McCaffrey’s Acme Press 
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52 
Schedule New Publication 


Service Magazine, a new publi- 
cation for the food service industry 
and the allied industries which 
serve it, will make its first appear- 
ance with the March issue. The 
publication will have a mailed 
mass circulation covering the bulk 
of Los Angeles County’s restau- 
rants, hotels, cafes, hospitals and 
industrial plants that serve food. 
Offices are located at 1239% S. 
Fairfax Ave., Los Angeles. 


WCAU-TV Appoints Lamb 


Hal Lamb, formerly director of 
radio and television of Geare-Mar- 
ston, Philadelphia, has been named 
a commercial representative of 
WCAU-TV, Philadelphia. 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Pepresented sationoally 
by Burn-Smith Co 


Inc 
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Union Plans Four 
Inhiston Drives 


Montcuiair, N. J.—Union Phar- 
maceutical Co. is about to launch 
four new advertising campaigns 
for Inhiston, its over-the-counter 
cold preventive. 

The new Inhiston “cold control 
plan” for industry will be pro- 
moted by 1,000-line newspaper ads 
in business sections of papers cov- 
ering markets of industrial con- 
centration and in financial papers. 
Spreads and full-page insertions 
will be run in management and 
safety magazines, including Busi- 
ness Week, Modern Industry, Na- 
tion’s Business and Occupational 
Hazards. 

On the consumer level, Union 
will continue large-size insertions 
in newspapers in major cities, with 
similar ads scheduled to run 
through the February-April cold 
season in newspaper supplements 
and national magazines. The print 
schedule will be supplemented by 


spot radio announcements, 
cards and station posters. 
Pharmaceutical magazines will 
herald the cold control plan with 
Inhiston’s “twice as effective” 
theme (AA, Jan. 23). Professional 
publications will carry double 
pages with the headline, “Over 
5,000 cases investigated in nine 
separate studies support antihista- 
minic treatment of the common 
cold.” 
Cecil & Presbrey handles the ac- 
count. 


Kennedy Appoints Clark 


Arthur L. Clark, formerly with 
Bridgeport Brass Co. and Arthur 
W. Sampson Co., Boston agency, 
has been named sales promotion 
manager of David E. Kennedy Inc., 
Brooklyn manufacturer of asphalt 
tile and cork flooring. 


Trade Show Conference Set 

The second annual trade show 
conference sponsored by the Ex- 
hibitors Advisory Council will be 
held May 24-25 at the Hotel Stat- 
ler, New York. 


car 


Ly the geal bards beard, 


why don’t you help us spend our money?” 


Gadzooks and Daniel Starch! You can’t afford to snub 
home-planners in the rich “owner-occupy” mar- 
ket. They are information-hungry because they 
have the last word about the building materials, 
equipment, appliances and home furnishings for 


their new, custom-built homes. 


Catalogs, you can expect only 
profitable prospects of yours to h 


covered: 97% of the families he 


viewed kept their Home Owners’ Catalogs at 


their fingertips throughout the 
building stages and long after. 


Get the full story of Dr. Starch’s findings and you'll 
have some mighty helpful guidance for your 1950 


sales plans. Write to Dept. O. 


Home Cunes 


' CATALOGS 


. Fad 


ne ) West 40th Street, New York 18, N.Y. 
z F. W. Dodge Corporation's - 


“Consumer Catalog Distribution Serv 


Daniel Starch found that, without Home Owners’ 


formation available at the time buying decisions 
are made. Another eye-widening fact Starch dis- 


35% of these 
ave buying in- 


recently inter- 


planning and 
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THIS IS IT—To provide money for sponsorship of some advertising scholarships, the 
Women’s Advertising Club of Minneapolis took over the judging job on the Christ- 
mas contest run by Super Valu Food Stores, 
why they liked to trade at the company’s stores. The four club members who have 
found the winner are (left to right) Eleanor Halderman, Olmsted & Foley; Arle 


L 


ing, from s, five r 


Mills; and Isabel McGovern, Minneapolis 


Gas Co. 


American Optical 
to Use Newspapers 
for Sun Glasses 


SoOUTHBRIDGE, Mass.—American 
Optical Co. will advertise its 1950 
sun glasses in 11 Sunday newspa- 
per supplements, five consumer 
magazines and five trade publica- 
tions, H. F. Huttemeyer, sales man- 
ager, announced last week. 

It is the first newspaper adver- 
tising attempted by the company’s 
sun glass division. 

Present plans call for 500-line, 
b&w ads in the Boston Globe, Chi- 
cago Tribune, Cleveland Plain 
Dealer, Detroit News, Los Angeles 
Times, Minneapolis Tribune, New 
York News, Philadelphia Inquirer, 
Pittsburgh Press, St. Louis Post- 
Dispatch and St. Paul Pioneer 
Press. 

Space will be taken May 21 and 
June 25 to promote holiday sales 
of two new glasses: an all-plastic 
featherweight frame with plastic 
Polaroid lenses to retail at $1.49; 
and an aviator style, metal frame 
with plastic Polaroid lenses to re- 
tail at $2.98. 

Ads will run in Cosmopolitan, 
Harper’s Bazaar, Holiday, Look 
and The Saturday Evening Post, 
and in American Druggist, Chain 
Store Age, Drug Topics and 
Wholesale Drug Salesman. 


Canadian Linage Increases 


The Canadian Daily Newspapers 
Association reports that national 
advertising linage carried by Ca- 
nadian daily newspapers shows an 
increase of 11.8% for 1949, com- 
pared with 1948. Classified was 
up 4% and local up 11.6% for the 
year. In December, national was up 
17.9%, and total advertising was 
9.3% ahead of the same 1948 
month. 


Two Join Tatham-Laird 


Newton O. Wasson, formerly as- 
sistant to the president of Maxon 
Utilities Corp., Chicago, and Joe 
Roach, formerly sales promotion 
manager of Hotpoint Inc., Chicago, 
have joined Tatham-Laird, Chi- 
cago agency, as members of the 
merchandising and copy depart- 
ments, respectively. 


Minute Man TV and 
Auto Antennas Get 
TV Spot Promotion 


CuicaGo—One-minute spot TV 
shows two or three times a week 
in midwestern cities to plug Ward 
Products Corp.’s Minute Man tele- 
vision and auto antennas is 
planned, through Burton Browne 
Advertising. 

The spot commercials will run 
for the next several months in 
Chicago, Cleveland, Oklahoma 
City, Philadelphia and_ several 
other cities. 

Bill Bartleson, vice-president of 
Burton Browne, said that news- 
paper advertising for TV antennas 
has been dropped, but the agency 
will continue trade publication ad- 
vertising of Ward Products Corp.’s 
special intercommunication an- 
tennas. The company is the larg- 
est and oldest manufacturer of 
TV and auto antennas, according to 
Mr. Bartleson. 


‘Advertising Week’ Set 


Syracuse Advertising and Sales 
Club and Syracuse University for 
the second year will conduct an 
“advertising week.” The event, to 
be held May 1-6, was originated 
“to focus attention on advertis- 
ing’s impact on society.” Royal H. 
Ray, acting chairman of the All- 
University Department of Adver- 
tising, Syracuse University, will 
be general chairman of the event. 


Scott Agency Names Bealer 


Alex W. Bealer III, formerly a 
junior partner of Cummings, Brand 
& McPherson, Chicago, has been 
appointed an account executive of 
Robert H. Scott Inc., Atlanta. He 
operated his own agency before 
joining Cummings, Brand & Mc- 
Pherson. 


Enters Folding Carton Field 
W. C. Ritchie & Co., Chicago, 
manufacturer of set-up boxes, 
transparent containers, fiber cans, 
tubes and spools, is entering the 
folding carton field. The. com- 
pany is offering makers of pack- 
aged products free evaluation of 
their present packaging. Dave 
Chapman, industrial designer, has 
been retained for this purpose. 


LAKE SHORE. 


ELECTROTYPE CO. 


_ 
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You Ought fo Kiow . 


Theodore Roosevelt once ob- 
served that every man owes some- 
thing to the business or profes- 
sion in which he is engaged. Ad- 
vertising and marketing executives 
have taken his 
advice seriously, 
as witness the 
number who are 
giving voluntary 
service to the 
many fine or- 
ganizations which 
are carrying on in 
behalf of business 
and advertis- 
ing in this coun- 
try. 

One of the out- 
standing proponents of the Roos- 
evelt doctrine is William G. Wer- 
ner, director of public relations of 
the Procter & Gamble Co., of Cin- 
cinnati. Not only is he chairman 
of the board and president of the 
United States Trade Mark Associa- 
tion, an organization to which he 
has given much of his time, but he 
is also active in such associations 
as the National Cotton Council, 
American Soap & Glycerine Pro- 
ducers Inc., Grocery Manufacturers 
of America, Brand Names Founda- 
tion, National Better Business Bu- 
reau and U. S. Savings Bond Ad- 
visory Promotion Committee. 


William G. Werner 


s His special interest in the United 
States Trade Mark Association, 
which has been working in its im- 
portant field for more than seventy 
years, is explained by the follow- 
ing comments in the foreword to 
a recently published membership 
roster: 

“The most vital property of any 
American business is its trade- 
marks, its brand names. If Amer- 
ican businesses were to lose their 
rights to place their names upon 
their products to identify them in 
the public mind, it would mean 
the end of our present profit mak- 
ing competitive system as we know 
it. Therefore, there is nothing that 
should be more carefully watched 
and protected than our trademarks 
and our right to use them.” 

In the three years that Mr. Wer- 
ner has been president of the 
trademark association, membership 
has reached an alltime high. Un- 
der Mr. Werner’s chairmanship, 
the association has taken the lead 
in establishing facilities for ex- 
plaining the Lanham trademark 
act to business men. The associa- 
tion has frequently acted as the 
representative of trademark own- 
ers in discussing problems relative 
to the act with the Patent Office. 

In recognition of this important 
function, Mr. Werner has been ap- 
pointed by the Secretary of Com- 
merce as a member of the trade- 
mark division of the Patent Of- 
fice Advisory Committee. With the 
cooperation of his board, he has 
created several new committees in- 
tended to broaden the scope of the 
services of this useful organiza- 
tion, 


# A Cincinnatian by birth, Mr. 
Werner joined Procter & Gamble 
in 1911, and most admen would 
agree that he made a wise choice 
in starting out in sales. For a 
couple of years he was responsible 


William G. Werner 


for Canadian sales in the bulk soap 
department. 

He interrupted his business ca- 
reer to serve as a lieutenant of in- 
fantry in the U. S. Army in World 
War I, rejoining the sales depart- 
ment on his return. Shortly, there- 
after he was transferred to the 


} | advertising department, of which 


he became manager in 1929. In 
1943 the department of public re- 
lations and consumer information 
was organized, and he was ap- 
pointed its manager, a position he 
now holds. 


a Friends and admirers of the P&G 
executive say that while he is 
characteristically modest about it, 
he is an excellent violinist. His 
keen interest in music has carried 
him into the field of composing. 
But he also enjoys swinging a golf 
club and wielding a trowel in his 
garden almost as much as he does 
drawing a bow across the strings 
of his violin. Another indication of 
his musical interests is his mem- 
bership on the board of trustees 
and executive committee of the 
Cincinnati Symphony Orchestra, 
one of the leading organizations of 
its kind in the country. 

Other local interests which dem- 
onstrate his activities as a citizen 
of Cincinnati are his membership 
on the board of the Bethesda Hos- 
pital, publicity chairman of the 
United Fine Arts Fund, director of 
the Cincinnati chapter of the 
American Red Cross, and board 
member of the Cincinnati Associa- 
tion for the Blind. 

Mr. Werner has two children and 
one grandchild. He is a member of 
ithe Queen City, Cincinnati, Maket- 
ewah and Literary clubs. His home 
is at 3838 Middleton Ave. in the 
Queen City. 


Trommer’s Family Pak 
Reintroduced in East 


John F. Trommer Inc., Brook- 
lyn, has introduced its Family Pak 
of ten 12-0z. one-way bottles of 
Trommer’s beer in New Jersey, 
Connecticut and the New York 
metropolitan area for the first 
time since the war. a 

Trommer reports that reaction 
has been such that the no-deposit 
package is out of the test stage in 
the New York area. The company 
sells in about ten states on the At- 
lantic seaboard from Virginia 
through New England and tests 
in more territories are expected 
to start soon. Radio announce- 
ments and dealer support are the 
only promotional aids given the 
product so far. 


Two Appoint Brown Agency 


Boston Tram Rail Co., manu- 
facturer and distributor of meat 
house, packing, warehouse and 
restaurant equipment, has placed 
its advertising with Arthur F. 
Brown Associates, Boston. Trade 
publications and direct mail will 
be used. Traffic Managers Insti- 
tute has named the agency to di- 
rect the newspaper, magazine and 
direct mail advertising for its 
school branch. 


‘Forbes’ Names Weinstein 


Forbes, New York, has pro- 
moted Emma E. Weinstein, for- 
merly a member of the sales staff, 
to associate advertising manager. 
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AMERICA'S NO. 1 


PENOBSCOT BUILDING ° 


ADVERTISING OFFICES: 


NEW YORK CHICAGO DETROIT 
Edward Kruspak 4. Goldstein Dick Webber 
Western Mer. Adv. Rep. 


Adv. Mer. 
St E. 42nd Street 360 N. Michigan Penobdseot Bidg. 


WEEKLY NEWSPAPER OF 
INDUSTRY 


DETROIT 26, MICHIGAN 


LOS ANGELES 
R. E. Deibler 
Adv. Rep. 
2506 W. Sth Street 
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TV Set Interference Is Caused by Many 
Factors, ‘Electrical World’ Study Shows 


New YorK—Reporting on causes 
of television interference and the 
way in which images on the screen 
are distorted, Electrical World says 
in its current issue that power 
systems seldom cause interference. 

Causes in order of nuisance 
value and severity listed by the 
magazine are: “(1) Automobile 
ignition systems; (2) old diathermy 
equipment; (3) old type tungsten- 
filament lamps; (4) some germi- 
cidal lamps; (5) radio transmitting 
equipment; (6) some electronic 
garage-door openers; (7) dielec- 
tric-heating equipment; (8) some 
customer-owned household appli- 
ances; (9) power-line noises.” 

F. L. Greene, inductive coordin- 
ation engineer of the Ohio Power 
Co., Canton, O., reports in Electri- 
cal World on an investigation made 
using a 7” portable Motorola tele- 
vision receiver, to get first-hand 
information on the influence of the 
transmission distribution system 
on television receivers in close 
proximity to power lines and sub- 
stations. He found, in addition to 
the reasons listed above, plain lack 
of video strength. Defective an- 
tennas or installations also were 
found responsible for many of the 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of Its kind ever made. Write now 
for this free information, 


complaints. 

Best clues to the source of tele- 
vision interference, the magazine 
Says, can be obtained from a rec- 
ord of the exact day and time the 
interference started and the dura- 
tion of each interference period, 
however large or small. The type 
of interference also indicates the 
cause of the trouble. 


s Electrical World’s 46th annual 
statistical issue, published Jan. 30, 
contains the following data on 
1949: A rise of 16% over 1948 in 
net revenue of electric power 
companies; 2,000,000 more electric- 
ity users; smaller use of electric- 
ity by industry; residential and 
farm use of electricity up 15%. 

The publication believes that 
residential and farm use will aver- 
age an increase of 8% for the next 
five years, providing business ac- 
tivity does not decrease. 

Construction expenditures for 
the industry will hit an all-time 
high of about $3.3 billion. Such 
expenditures will taper off after 
1950, it is predicted. 


Space Salesmen Form 
‘tf Club’ in Cleveland 


Industrial, trade and business 
paper space salesmen of Cleveland 
have formed the “t f Club” to pro- 
mote business paper advertising 
selling. The new club is actually a 
re-birth of the original t f Club 
which was active in Cleveland in 
the late ’20s and early ’30s. 

Officers of the new club are: 
President, Dick Tope, Sutton Pub- 
lishing Co.; vice-president, Frank 


J. Enright, publishers’ representa- | - 


tive, and secretary-treasurer, W. 
H. Benagh Jr., Conover-Mast Pub- 
lications. 


Fraase Promotes Dolan 

Bernard M. Dolan, for the past 
12 years merchandising manager 
of Peter A. Fraase & Co., New 
York, steel distributor, has been 
appointed manager of sales and 
advertising. Mr. Dolan joined the 
company in 1933 as a steel sales- 
man. He is president of the Na- 
tional Industrial Advertisers As- 
sociation. 
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VACATION APPEAL—The many kinds of vacations available in southern California 


are pointed out in this ad of the All-Year 


Club of Southern California, appearing in 


the February issue of Holiday, and later in Cosmopolitan, Look, National Geographic 
and Time. The group reports that nearly 3,000,000 tourists brought the area $406,- 
748,920 from other states last year. Noting that two out of three vacationists are 
making their first trip to southern California, it is pointed out that 2,000,000 new 


vacation St ded 


Ss are 


each year to maintain this flow. 


Mutual Promotes Allen 


Sidney P. Allen, account execu- 
tive of the Mutual Broadcasting 
System, New York, has been named 
assistant to the vice-president in 
charge of sales, Adolf N. Hult. He 
will help to coordinate all phases 
of the network’s sales activity. 


Drops Miracloth Account 

Ben Sugarman & Co., Toronto, 
has resigned the Miracloth ac- 
count, handled in Canada by John- 
Berk Ltd. 


TRAVELERS. 


HIGHWAY 
PLEASURE 


y A280 RITES? 


OFFICIAL PUBLICATION 


Recommended Places To Go. 


The Highway Traveler's Special 
Events Calendar. 


Highway Highlights—Scenic Wonders. 
The Great Outdoors by Joe Godfrey, Jr. 
The Highway Traveler’s Trip Tips. 


Editorial Features 


Write us today for complete information 


500,000—CIRCULATION GUARANTEE 
Established 1929 


Sell America's Highway Travel Market 


ADVERTISE IN THE ONLY NATIONAL MAGAZINE EXCLUSIVELY 
SERVING THE BEST INTERESTS AND PLEASURES OF ALL HIGHWAY 


Major editorial features on seasonal The Highway Traveler's Mail Box. 
ny BONN. Special Tours for the Highway 
Vacation and Resort Guide. Traveler. 


Recommended Hotel Guide. 
Recommended Motor Court Guide. 
The Highway Traveler's Bookshop. 


The Highway Traveler's 
Photography Guide. 


The Highway Traveler's Sign Posts. 


AMERICA’S LEADING HIGHWAY TRAVEL MAGAZINE 


uc wow Praveler 


105 WEST MADISON STREET * CHICAGO 2, ILLINOIS 


FOR PEOPLE WHO ARE GOING PLACES 


Seamprufe to Launch 
Spring Lingerie Drive 


Seamprufe Inc., New York, will 
launch spring promotion for the 
first of two new groups of lingerie 
with the Feb. 13 issue of Life, 
featuring Cotton Belles lingerie 
of Wamsutta cotton. Bride’s Mag- 
azine, Charm, Ladies’ Home Jour- 
nal, Seventeen, Woman’s Day and 
Woman’s Home Companion are 
also scheduled. 

The second lingerie group, 
Flower Fancies, will get initial 
promotion in March in 18 maga- 
zines. They are: American Journal 
of Nursing, Bride’s Magazine, 
Charm, Cosmopolitan, Fawcett 
Movie Group, Glamour, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Modern Screen, The 
New Yorker, Photoplay, Redbook, 
Seventeen, Today’s Woman, Vogue, 
Woman’s Day and Woman’s Home 
Companion. 


‘Distribution Age’ Issues 
1950 Warehouse Directory 

The annual warehouse and 
where-to-buy directory number of 
Disiribution Age (its February 
number) contains 3,221 public 
warehouse listings, 246 different 
classifications of more than 1,200 
supply and equipment companies, 
and 306.8 pages of advertising, ac- 
cording to H. S. Webster Jr., pub- 
lisher. 

The number of advertising pages 
is 26 above the total carried in 
1949, when the directory was pub- 
lished as a separate publication. 
It was consolidated with the Feb- 
ruary issue of Distribution Age, 
after having been published sep- 
arately since 1946. 


‘Fortnight’ Ups Theodore 
Paul Theodore, in the Los An- 


named advertising manager in 


geles sales department, has been | 
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Set Up Potentials 
to Measure Sales, 
Riggs Tells Admen 


Boston—Harry E. Riggs, vice. 
president in charge of sales of 
Strathmore Paper Co., revealed 
before the Technical Advertising 
Association here how a hew meth- 
od of market analysis can estab- 
lish workable potentials and meas. 
ure sales against those potentials. 

“In addition to relating perfor- 
mance against current potentials, 
which have been established in 
our respective markets,” Mr. Riggs 
said, “we have also related per- 
formance against past history in 
those respective areas, entirely in- 
dependent of potentials, but re- 
lated to the over-all ups and downs 
in the national sales’of our prod- 
ucts. 


s “This part of the analysis covers 
the details of the last three years, 
thereby comparing performance in 
the free market of 1948 with the 
performance under allotments in 
1946 and 1947. It also makes a less 
detailed comparison going back 
25 years, going through the 1920s, 
the depression, wartime conditions 
and current operation. 

“We have synchronized the data 
in this study of markets,” Mr. 
Riggs said, “with our period re- 
ports on sales (by markets, by 
products and by sales territories) 
so that we know immediately what 
variations are occurring relative 
to the long term, i.e., where and 
in what lines.” 


a The uses made of this study 
have to do with four things, Mr. 
Riggs pointed out. He outlined 
these as follows: 

“1. Spotting and correcting 
weaknesses in distribution, by 
areas, cities, and selling agents 
in the cities. ; 

“2. By the study of situations and 
trends, we have been able to reach 
conclusions as to the cause and 
effect. 

“3. By the use of potentials, and 
performance relative to potentials 
and past history, we have been 
able to set up quotas and get the 
benefit of stimulation which comes 
from this operation both within 
our own organization and within 
the organizations of our distribu- 
tors. 

“4. By the use of potentials in 
connection with actual sales per- 
formance we have a better means 
of alloting advertising expendi- 
tures and the time of our sales 
force than if we used sales per- 
formance only as a guide.” 


Springfield Papers Up Rates 


The. combination daily general 
advertising rate of the Union and 
News, Springfield, Mass., will go 
to 35¢ a line, effective March 1. 
This represents the first rate in- 
crease for the newspapers since 
February, 1926. The Springfield 
newspapers management also an- 
nounced that it plans no increase 
in the b&w rates for the Sunday 
Republican, but will make some 
changes in roto and comic section 
rates soon. 


Avco Appoints Farris 


Harold £. Farris, formerly gen- 
eral manager of Stubb’s Electric 
Co., Portland, Ore., has been named 
manager of field sales for American 
Kitchens, American Central divi- 
sion, Avco Mfg. Corp., Conners- 


southern California for Fortnight. ! ville, Ind. 
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Only ABC Toy Paper 
Oldest in Field 
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a Cr 
a Maybe advertising is prepared too Yar in advance—too far 
vice. in advance, at least, of the publications in which it appears. 
les of For there is nothing quite so appealing as news, information 
vealed hot off the griddle. Editors know this—why not advertising 
‘tising men? 
meth- Lacking it, advertising men resort to cleverness, to senti- 
estab- ment, to overstatement. Yet, if they looked hard enough, the 
meas- news is generally there. 
ntials, Here, for example, are two ads for two pharmaceutical 
erfor- houses, The Upjohn ad—showing the packaging of vitamin 
ntials, capsules, from above—is fresh, intriguing, memorable. The 
ed in 
Riggs 
| per- 
ry in 
ly in- 
it re- 
iowns 
prod- 
overs 
years, 
nce in 
h the 
its in 
a less 
back 
1920s, 
litions 
4 = pers Soa (i) a ne a 
d a Squibb ad is a re-hash, a melody heard long before. Yet, un- 
*» = doubtedly, Squibb has the same fresh material lying around 
ories) —old-hat, it may be, to Squibb and its advertising agency 
what but an untold story to the general public. 
lative So Upjohn takes a commonplace item (to Upjohn), shoots 
e and it at a new angle, and manages to impress itself upon all 
who see its advertising as a progressive, far-in-the-vanguard 
company. While Squibb, who has been advertising much 
i. longer in consumer media, gives the impression that its pro- 
hy aaa cesses, like its advertising, haven’t changed in years. 
tlined The priceless ingredient of any advertisement is the fresh-' 
E ness and originality of its presentation. 
cting 
by 
igents 
Plans Drive for ‘Baron’ Sponsors ‘Bowler's Jackpot’ 
1s and Lippert Productions Inc., Holly-| Dad’s Root Beer Co., Chicago, 
reach fwood, will use full pages in Life,|in cooperation with the Bowling 
> and §look and The Saturday Evening | Proprietors Association has started 
Post for “The Baron of Arizona.”|sponsorship of “Bowler’s Jack- 
s, and §Ads for the movie also will appear | pot,” an hour-long show telecast 
ntials #2 Time and in fan magazines.|Sundays over WEWS, Cleveland, 
been The $100,000 campaign will start} at 10:30 p.m. The show is created 
t the with the March 4 issue of Life. and produced by the Ohio Adver- 
4 William Kester & Co., Hollywood, |tising Agency, Cleveland. 
-omes fis the agency. 
ore ' Daco-tone Names Sullivan 
alent wo Name Chernow Agency Daco-tone Distributing Corp. has 
Chernow Co., New York, has|named Daniel F. Sullivan Co., 
_ §been appointed to direct the adver-| Boston, to direct its advertising 
als in tising of Ogilvie Sisters Salon Inc.,|and public relations. Publications 
| per- fhair specialist, and Dorothy Hubbs|in the United States and Canada 
neans §lnc., casuals, both in New York. will be used. 
yendi- 
sales 
per- 
Watch sales bud in any market 


IMPACT. One look at this Budweiser 
Panel and it sticks in your mind. 

y? Because studies show almost 
85%, of all we learn comes through 
Seeing. And Outdoor Advertising 
makes seeing easy... leaves your 
Prospect with a clear, uncluttered 


picture. That’s the picture he car- 
ries with him when he buys! Gen- 
eral Outdoor Advertising Co., 515 
South Loomis St., Chicago 7, Ill. 


* Covers 1400 
leading cities 


Cincinnati Reds Okay TV 


The home games of the Cincin- 
nati Reds will be telecast by 
WHIO-TV, Dayton, this year. All 
games, at home and away, will be 
broadcast over WHIO-FM. Both 
telecasts and broadcasts will be 
made when they do not conflict 
with the home games of the Day- 
ton Indians, in accordance with 
the major-minor league ruling re- 
garding television. 


‘Books in Review’ Launched 


Maclean-Hunter Publishing Co., 
Toronto, has started a new pub- 
lication, devoted to book reviews 
and related news, Books in Re- 
view, in tabloid newspaper for- 
mat. The guaranteed circulation 
of the monthly publication is 15,- 
000. Books in Review is an out- 
growth of the former Canadian 
Bookseller and before that Books 
& Nations. 


Appoints Bonsib Agency 


Bill Bonsib Advertising Agency, 
Denver, has been appointed to 
handle the advertising of Auto- 
lene Lubricants Co., Denver. Bus- 
iness papers will be used to pro- 
mote Protex, a product placed in 
concrete mix for the improvement 
of durability in concrete con- 
struction. 


Shuron Optical to Rumrill 


Charles L. Rumrill & Co., Ro- 
chester, N. Y., has been retained 
to handle the advertising of Shuron 
Optical Co., Geneva, N. Y., man- 
ufacturer of lenses and frames 
for eye glasses. 


oa ee, a eS = ae, 


Jim Beam Ads Tell 
of New Price Cuts 


Cuicaco—A $12,000 to $15,000- 
a-month newspaper and outdoor 
advertising campaign got under 
way last week to promote James 
B. Beam Distilling Co.’s price re- 
ductions on Jim Beam whisky. 

In line with price reductions be- 
ing made throughout the liquor in- 
dustry, the price of Jim Beam 
straight bourbon has been reduced 
from $6.39 to $5.39. Twice weekly, 
400 to 600-line ads will start off 
a six-week price-cut ad campaign 
in major daily papers from Ohio 
to California. 

In addition, building posters and 
electric outdoor displays will be 
used in all parts of the U. S. ex- 
cept New England, New York, New 
Jersey and parts of the South. 

The distiller intends to continue 


‘| advertising on a large scale during 


all of 1950. 
Arthur Meyerhoff Co. here is 
the agency. 


To Hoefer, Dieterich 


Hoefer, Dieterich & Brown, San 
Francisco agency, has been named 
to direct the advertising of Crystal 
Cream & Butter Co., Sacramento, 
and Crystal Dairy, Santa Rosa. 


Edward Green Joins KFAB 

Edward B. Green, formerly ac- 
count executive of Bozell & Jacobs, 
Omaha, has joined the sales staff 
of KFAB, Omaha. 


Starts Japanese Edition 


Prakken Publications, Ann Ar- 
bor, Mich., publisher of Education 
Digest and School Shop, has started 
a Japanese language edition of Ed- 
ucation Digest. The edition is is- 
sued through a private Japanese 
publishing house, the Sobun Kan 
Co. of Osaka. 


Yardley Promotes Stewart 


David J. Stewart Jr., assistant 
sales manager of Yardley of Lon- 
don Inc., Union City, N. J., has 
been named field sales manager 
in the United States. 
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America’s Most Exciting Magazine 


it takes thorough training 


to make a photoengraving Chaftiuan 


VE 
gene 


duce a majority of the engravings made 


engraving standards in Chicago shall be 
maintained at the highest level, we have 
set up an Apprentice Committee which 
works towards the selection and training 
of better future craftsmen. 

Now, and in the future, you will find 
the best engraving craftsmen in the shops 
of our thirty-three members. 


This is an important reason why we pro- 


in Chicago. 


When you buy fine engravings, the greater 
part of what you buy is the training, ex- 
perience, and skill of a master engraver 
and the result is determined by policy. 

Apprentices to the engraving craft must 
be carefully selected for aptitude and 


thoroughly trained. To assure that photo- 
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Federal 


WasHINGTON—Retail business 
during the week ended Jan. 28 
was slightly better than it was last 
year during the same week. 

For the entire U. S., dollar vol- 
ume during the week was 2% 
above the level for the same period 
last year, according to the Federal 
Reserve Board. 

However, the large increases in 
the Kansas City and Dallas dis- 
tricts, shown on the tabulation, 
are somewhat misleading. Last 
year, heavy snow and ice crippled 
transportation in a number of 
cities in the area, keeping shoppers 
at home. 

The New England area contin- 
ued above the national average and 
the West Coast figures indicate a 
downward trend in sales, as com- 
pared to last year. 


Reserve Figures on Department Store Sales 


Throughout the Midwest, un- 
seasonably warm weather tended to 
hold down sales of seasonal mer- 
chandise. The Minneapolis dis- 
trict, off 16% from last year, ap- 
parently was hardest hit by the 
spring-like weather. 

Greatest gain was the 49% rise 
in Oklahoma City, followed by a 
31% increase in Little Rock. In 
Little Rock, however, a fire closed 
one of the department stores last 
year during the corresponding 
week. The 31% figure, therefore, 
should be used cautiously. 

The retail sales index figure 
(1935-39 equals 100) for the week 
of Jan. 28, 1950 was 223. The fig- 
ure for the same week in 1949 
was 218; in 1948, it was 233; and 
in 1947, it was 220. 


s Total sales of chain stores and 
mail order houses in December, 
1949, was estimated at $3,066,000,- 
000, by the Department of Com- 
merce. In December, 1948, the fig- 
ure was $3,028,000,000. 

After adjustment for seasonal 
factors and trading day differences, 
however, the total for 1949 was 
slightly below the 1948 total. Dur- 
able goods classifications showed 
the largest advances in sales from 
November, 1949. 

For 1949 as a whole, chain store 
and mail order sales were about 
2% below the 1948 total. However, 
the unit volume in both years was 
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Week to Jan. 21, ’50*.... 
Week to Jan. 22, ’49*... 
Week to Jan. 14, ’50*. 
Week to Jan. 15, ’49*... 


pPreliminary. 
*Not adjusted seasonally. 


about the same. 

A little more than one-fifth of 
the nation’s retail business in 1949 
was done through chain stores and 
the mail order houses, about the 
same proportion as in 1948. 
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Rockatellow to Paramount 


Ralph Rockafellow has _ been 
named advertising and sales pro- 
motion manager of the Paramount 
Television Network, New York. 
Paramount owns only one station, 
KTLA, Los Angeles, but is ser- 
vicing approximately 20 stations 
with transcribed shows. Mr. Rocka- 
fellow has been handling publicity 
and sales promotion for Para- 
mount TV for some time. 
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Sees Free vs. Paid AMAZING NEW AID TO HOME STUDY 

Discussion Raising _ | MLPS STUDENTS GET BETTER GRADE 


Standards for All. 


Cuicaco—Recent controversial 
discussions of circulation methods 
in the business paper field will 
result in raising the standards for 
both paid and free circulations, 
William K. Beard Jr., executive 
vice-president of the Associated 
Business Publications, told the 
Dotted Line Club last Monday. 

“Increasing interest in circula- 
tions on the part of advertisers 
and agencies,” he explained, “is 
bound to mean more attention to 
methods and hence generally high- 
er standards. It is idle to suggest 
that all paid circulations are per- 
fect and that all free circulations 
are bad. There is room for im- 
provement in both groups, and I 
am sure that the discussions which 
have been under way in the past 
year or two will have that result.” 


m Mr. Beard said that this will be 
a year of decision as far as re- 
searching business paper reader- 
ship is concerned. 

He intimated that while the ABP 
has spent $70,000 for research and it 
and three member publications will 
spend $70,000 more this year, it is 
not yet evident that this invest- 
ment has actually resulted in any 
improvement in the use of busi- 
ness publications by advertisers 
and agencies. 

The membership of ABP is now 
102, and Mr. Beard said he be- 
lieved that from now on there will 
be a substantial increase in the 
number of publications affiliated 
with the 34-year-old organization. 
It will continue to promote paid 
circulation, he added, but not in a 
belligerent way. 


Nadig Launches New Office 


Henry Davis Nadig, formerly 
public relations director of the Re- 
gional Plan Association, has opened 
his own public relations office at 
205 E. 42nd St., New York. Mr. Na- 
dig is public relations adviser to 
the American Institute of Plan- 
ners, New York, executive director 
of the Association of Municipal 
Public Relations Officers, and pub- 
lic relations editor of the Amer- 
ican City Magazine. 


Radio Men Form Association 
The Colorado Broadcasters’ As- 
sociation has been formed, with 
Rex Howell, KFXJ, Grand Junc- 
tion, as president. Other officers 


are: Bob Ellis, KGHF, Pueblo, 
vice-president, and Al Meyer, 
KMYR, Denver, secretary-treas- 


urer. 


Flynn Names Bergstrom 


Richard A. Bergstrom, formerly 
account executive in charge of the 
New York office of Durk Adver- 
tising Agency, has joined Art 
Flynn Associates as an account 
executive. 
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Hheetremte emery Wire Reverters Bay Be bees Ae 
DEALER IMPRINTS 


TEST—Webster-Chicago Corp., Chicago, is 

testing the appeal of wire recorders as 

home study aids in Madison, Wis., and 

Peoria and Rockford, Ill., using editorial 

type newspaper ads weekly (AA, Feb, 

6). Fuller & Smith & Ross has the ac 
count. 


Westinghouse Shuttles 
Executives of Its Stations 


L. R. Rawlins, manager of in- 
dustrial relations of Westinghouse 
Radio Stations Inc., has 
named manager of Station KYW, 
Philadelphia. He succeeds Robert 
W. White, who has been trans- 
ferred to Westinghouse’s Station 


KDKA, Pittsburgh. James P. Beg- 
ley, KYW program director, an 
Harvey McCall Jr., KYW sal 
manager, have resigned. Franklin 
Tooke, program director of KDKA, 
has been transferred to KYW in 
the same capacity. Robert H. Teter, 
a member of the KYW sales staff, 
has been named sales manager. 

Eldon Campbell, sales mana 
of Westinghouse’s Station KEX, 


has been made sales manager 
the station. 


2 Name Friedlander 


Tailor Brooke Clothes, New York, 
has named Friedlander & Meyer, 
New York, for advertising in mag- 
azines. Sterling Advertising Agen- 
cy formerly held the account. Col- 
by Lighter Corp., Mount Verno 
N. Y., also has appointed the agen 
cy to handle advertising of tabl 
and pocket lighters. No medi 
schedules have been set. 


Appoints Howard Johnson 


Howard Steele Johnson has bee 
named manager of public rela 
tions of Cunningham & Wal 
New York, formerly Newell-Em 
mett Co. Mr. Johnson former! 
served in varied publicity and pub 
lic relations activities of Newell 
Emmett. 


MacGruder Agency Names 2 

Don Graves and Joseph Mc 
Grane have been named acco 
executives of W. W. MacGrud 
Inc., Denver agency. 
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Lamb Insists TV Stations Need Not 
Lose Money; Kinescope Defended 


(Continued from Page 1) 
with kinescopes, but to do it re- 
quires the cooperation of the sta- 
tion, networks and advertisers. 
Nine-tenths of the programs on 
the air today lose nothing in their 
timeliness by being delayed. 

“A little consideration of the 
non-interconnected station as: a 
bona-fide member of the network 
to be judged strictly on its merit 
as a market, rather than as a poor 
relation waiting for the magic 
tentacle of AT&T to raise it from 
rags to riches, would do a lot to 
promote the growth of TV,” Mr. 
Adanti asserted. 


s A somewhat different account 
of the status of stations not on the 
cable was given by John H. Boyle, 
director of television, WAVE-TV, 
Louisville. 

“With the type of contract now 
in effect between the networks and 
their interconnected affiliates, a 
station is far better off economical- 
ly and programwise in operating as 
a non-interconnected affiliate for 
as long as possible,” he said. “Pres- 
ent contracts have the effect of re- 
ducing the revenue derived from 
network sponsored programs by an 
amount considerably under that 
derived from a non-interconnected 
contract by this type of program.” 

Other factors listed as advan- 
tages accruing to the station from 
the delay of the coaxial cable: 

1. “The most saleable local pro- 
grams, principally sporting events, 
which are the backbone of a sin- 
gle station’s operation, are almost 
completely eliminated” when a sta- 
tion is connected. 

2. WAVE-TV currently can car- 
ry 90 spot announcements during 
its six-day week; if inter-con- 
nected, only 43 spots would be 
available .during the same period 
(network option) of time. 

3. “In some cases, networks are 
asking for time periods which fall 
in station option time.” 

“There is only one drawback to 
my whole argument and that is 
the fact that when the cable comes 
to Louisville we can do only one 
thing—relax and enjoy it,” Mr. 
Boyle concluded. 


s Ned Irish, executive vice-pres- 
ident of Madison Square Garden, 
came out strongly in favor of tele- 
vised sports with the statement 
“Madison Square Garden 


wants its programs fully televised.” 
Gate receipts are not adversely 
affected by TV unless the attrac- 
tions are mediocre or the weather 
unusually bad, he said, adding: 
“The college basketball season 
during December, 1949, was not 
televised. Attendance during this 
period was comparable, within a 
few hundred persons, to attendance 
in December, 1948, with television. 
A sustaining network basketball 
program in January did not af- 
fect the gate that night or prevent 
several sellouts since that time.” 


s He denied that this year’s-sports 
“blackout” at the Garden, from 
which pickups have been sparse, 
is due to the high costs of the 
rights. “The same television peo- 
ple who say sports are not saleable 
because rights have gone up, con- 
veniently overlook the 300 to 400% 
increase for time and pickup 
charges over the past two years. 
Certainly the greater number of 
sets warrants these increases and 
by the same token, is not the show 
which fills this time worth more?” 
Mr. Irish asked. 

As a hint of what the Garden 
anticipates n the way of TV 
coverage next year, Mr. Irish in- 
dicated that block bookings, which 
interfere with continuity of sports 
presentations, will be canceled. 


a J. R. Popele of WOR, who was 
reelected president of TBA, called 
for a lifting of the freeze on sta- 
tion grants to keep the industry 
from “reaching a point of stagna- 
tion.” The association forwarded 
a resolution to the ways and means 
committee of the House of Rep- 
resentatives, voicing the telecast- 
ers’ opposition to a proposed 10% 
manufacturers’ excise tax on video 
receivers, 

Will Baltin was reelected secre- 
tary-treasurer of the association. 
Reelected for three-year terms as 
directors were: Paul Raibourn, 
vice-president, Paramount Pic- 
tures; F. M. Russell, vice-presi- 
dent of NBC; and Ernest B. Love- 
man, general manager, WPTZ, 
Philadelphia. George Storer, pres- 
ident of the Fort Industry Co., De- 
troit, was named for a two-year 
term and Joseph A. McDonald, 
ABC vice-president, and Richard 
A. Borel, general manager, WBNS- 
TV, Columbus, were appointed for 
one-year terms. 


New Wieboldt Department Store in Evanston 
Doesn’‘t Make It Any Less Pleasant to Shop 


EvANSTON, ILL.—The mayors of 
Evanston and Chicago were pres- 
ent last week to open the “store 
that was built from the inside 
out,” the new Wieboldt depart- 
ment store on Oak avenue. 

The store is the sixth in a chain 
begun in Chicago in 1883 by Mr. 
and Mrs. William A. Wieboldt. 

The four-story structure is ad- 
joined by. a two-story 744-car 
parking area. With 300,000 square 
feet of floor space, the store was 
designed to make shopping easy 


for the customer and to expedite 


the selling process. 

“You Ask It” phones, located 
throughout the store, enable cus- 
tomers to be directed from any 
area of the store to the department 
they are seeking. 

A system of chutes and con- 
veyor belts delivers customers’ 
packages to central delivery points 
on each floor, at the store en- 
trance or to the adjacent parking 
building where multiple purchases 
are grouped and ready for the 
customer to pick up. 


® In addition, the store is equipped 
with 4’-wide escalators, electric- 
eye door openers and closed-in 


passageways between the garage 
and the store. 

Some 1,856 fluorescent light fix- 
tures and a flexible system of in- 
candescent spotlights, for mer- 
chandise display, are connected by 
100 miles of wiring. 

A cash-and-carry supermarket 
is contained in the store and cus- 
tomers can buy butter directly 
from the churn. An electrically op- 
erated turn-table at the checkout 
counter speeds checking out by 
30%. The store employs some 600 
persons. 


Will Not Renew ‘Lassie’ 


John Morrell & Co. will not re- 
new sponsorship of “The Lassie 
Show,” now heard over 165 NBC 
stations for Red Heart dog food, 
when the present contract expires 
on May 27. 

N. W. Ayer & Son, agency for 
Morrell, said the decision was 
based on merchandising factors not 
connected with “the satisfactory 
performance of the show.” A com- 
plete analysis of advertising and 
merchandising plans for Red Heart 
is now under way, the agency 
said. Morrell has sponsored the 
show for the past three years. 


Zenith Gets OK 
on Phonevision 
Test from FCC 


CuiIcaGo—The Federal Commu- 
nications Commission last week 
gave Zenith Radio Corp. permis- 
sion to conduct limited tests of 
Phonevision in Chicago. 

The basic principle is simple. 
Part of the TV picture is trans- 
mitted over a regular video chan- 
nel. The other portion is carried 
over telephone wires. Unless a sub- 
scriber to the service asks the 
phone company to hook up his set 
for a program, he sees only a 
“scrambled” image. The subscriber 
pays only for the shows he wishes 
to see. 

In the trials approved by the 
FCC, 300 subscribers will be se- 
lected, and will pay $1 per pic- 
ture. 

The selection will be made by a 
joint committee of television ex- 
perts, representatives of the mo- 
tion picture industry and Zenith, 
and university research authori- 
ties, who will supervise the test. 

Phonevision, a means of bring- 
ing current motion pictures into 
television homes, with viewers 
paying the bill, was first an- 
nounced by the company two and 
a half years ago. 


s According to E. F. McDonald 
Jr., president of Zenith, a contract 
already has been signed with the 
Illinois Bell Telephone Co., and 
negotiations with Hollywood stu- 
dios are in progress. However, no 
starting date for the test has been 
set. 

After several months of test- 
ing, Phonevision was officially an- 
nounced in June, 1947. Despite op- 
position from some segments of 
the industry to what they termed 
“juke box” television, Zenith con- 
tinued its tests and demonstrations. 

In his statement announcing 
FCC approval of the commercial 
trial last week, Cmdr. McDonald 
declared: “It will enable us for 
the first time to put to an acid test 
a question which for years has 
concerned both the motion picture 
and television industries: ‘Will the 
public pay for good movies shown 
via television in their own homes?’ 
More specifically, ‘How frequently 
will they pay $1 per feature for 
such movie service?’ ” 


@ He said that Zenith had de- 
layed its commercial test for three 
reasons: (1) To secure patent pro- 
tection in the U. S. and abroad; 
(2) because TV broadcasters re- 
fused to believe that advertisers 
could not pay the bill, and (3) 
because movie executives three 
years ago did not believe that 
video would hurt the box office as 
it is today. 

Now, however, he continued, the 
patents are protected, television 
broadcasters were convinced by 
last year’s $15,000,000 operating 
loss, and the movie industry has 
felt TV competition. 

McDonald estimates that the 
test will cost Zenith $500,000, and 
said that it will continue for 90 
days. Zenith, he concluded, does 
not intend going into the enter- 
tainment business. “It is our bus- 
iness to supply the tools with 
which the motion picture industry 
can become a major part of its 
new competitor, television,” he 
said. 


Philco Appoints Three 


C. Paul Young has been named 
government sales manager of the 
industrial division of Philco Corp., 
Philadelphia. He has been with the 
company since 1933. George A. 
Hagerty has been appointed com- 
mercial sales manager of the same 
division and William M. Carey 
has been named operations man- 
ager. 
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IN 21 CITIES—Newspapers in that many 
markets are now carrying ads with the 
“Never a rough puff’ theme for Lucky 
Strike. Radio and TV are using it, too. 


Tea Council's 
Million Dollar 


Drive Gets Set 


(Continued from Page 1) 

“The forthcoming campaign 
marks the first time that the Tea 
Association, representing the U. S. 
trade, and the Tea Bureau, repre- 
senting the growers, have con- 
tributed to a joint promotional 
fund,” Mr. Smallwood said. 

The American tea trade and the 
tea growers together selected Mr. 
Smallwood to serve as chairman 
of the Tea Council, and Anthony 
Hyde, managing director of the 
Tea Bureau, as_ vice-chairman. 
Other members of the council, rep- 
resenting the tea association, in- 
clude Barclay Scull, president, 
William S. Scull Co.; Richard E. 
Baiter, product manager, Standard 
Brands; William Felton, partner 
in H. P. Thompson Co., and Her- 
bert C. Claridge, vice-president, 
Salada Tea Co. 


ws The Tea Bureau’s representation 
on the council in addition to Mr. 
Hyde will consist of Milo Perkins, 
formerly director of markets, De- 
partment of Agriculture, and Law- 
rence Giles, former vice-president 
of Safeway Stores, both of whom 
are consultants of the bureau; 
James Booth, advertising and mer- 
chandising director of the bureau, 
and Einar Anderson, the bureau’s 
director of research. 

“The Tea Council will determine 
policy on the expenditure of the 
funds placed at its disposal,” Mr. 
Smallwood said, “and will be re- 
sponsible to the association and 
the bureau. It will also provide the 
ultimate machinery for coordinat- 
ing supplementary merchandising 
and promotional activities of both 
the association and the bureau. 
These plans are now being devel- 
oped in detail for all branches of 
the distributing trade.” 

Discussing the sales promotion 
and merchandising program which 
will supplement the advertising 
campaign, Mr. Smallwood said that 
effective point of sale material 
would be made available to whole- 
sale and retail grocers as early as 
possible. 


Wrestlers Refuse to Appear 
in Telecast Bouts in L. A. 
Spurred by falling gate receipts, 
a group of wrestlers, representing 
98% of those performing in the 
Los Angeles area, have declared 
they will refuse to appear in any 
bouts which are telecast. Booker 
Johnny Doyle, who represents the 
wrestlers, said it is admitted that 
TV had increased the popularity 
of wrestling and developed count- 
less new fans, but a box office 
peak has been passed and gates are 
now declining. Stations now tele- 
casting wrestling bouts include 
KTLA, KECA-TV and KLAC. 
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Lucky Strike Gives 
Full Play to ‘Never 
a Rough Puff’ Theme 


New YorK—‘There’s never a 
rough puff in a Lucky,” the theme 
which has been popping up in 
American Tobacco Co.’s radio 
commercials for the past couple 
of months, will get the steam- 
roller treatment in a spring cam- 
paign. 

Already the major pitch on 
Lucky Strike’s radio programs— 
Jack Benny (CBS), “Your Hit 
Parade” and “Light Up Time” 
(NBC)—it is being tried in news- 
papers in 21 cities spotted through- 
out the country. Movie stars. Rob- 
ert Montgomery and Hedy La- 
Marr suggest, “Let your own taste 
and throat be the judge. There’s 
never a rough puff in a Lucky 
because Lucky Strike means fine 
tobacco.” 


a This new theme—the first ma- 
jor one to be introduced by Amer- 
ican Tobacco since last spring’s 
short-lived “Smoke a Lucky to 
feel your level best”—has, from 
the outset, been emphasized on the 
“Lucky Strike Theater,” with Rob- 
ert Montgomery as producer- 
narrator on NBC-TV. Video spots 
based on “Never a rough puff” 
will be ready for airing within a 
few weeks. 

Full-page color ads in the ad- 
vertiser’s list of 10 or 12 magazines 
will start picking up the theme in 
April. Batten, Barton, Durstine & 
Osborn is the agency. 


Toastmaster Waffle 
Maker Back Again; 


Magazine Drive Set 


ELcGIN, ILL.—A spring campaign 
of half-page and full-page four- 
color ads in nine magazines will 
be used to plug a new Toastmaster 
waffle baker, J. D. Elgin, sales 
promotion manager of the Toast- 
master Products division, McGraw 
Electric Co., announced last week. 

“Siltect” mnon-sticking grids 
which eliminate the use of oil or 
grease are the star feature of the 
new product and will be empha- 
sized in the campaign. The waffle 
baker retails at $18.95; complete 
with a waffle service, batter bowl, 
syrup pitcher and tray, it sells 
for $27.50. 

Half-page color ads will begin 
in April and run through June in 
American Magazine, Better Homes 
& Gardens, Bride’s Magazine, Col- 
lier’s, Cosmopolitan, Good House- 
keeping, Ladies’ Home Journal, 
McCall’s and The Saturday Eve- 
ning Post. 

The campaign will be stepped up 
to full-page, four-color ads in the 
Post in May and in Collier’s during 
June. Also, b&w reproductions of 
the half-page ads will appear in 
Country Gentleman, Electricity on 
The Farm and Farm Journal dur- 
ing the same period. 

Prewar waffle baker production 
was cut because of the company’s 
backlog of toasting machines bus- 
iness, Elgin said. 

Erwin, Wasey & Co., Chicago, 
handles the account. 


Warren Leaves WNBC, WNBT 


John C. Warren has resigned 
as sales manager of WNBC and 
WNBT, New York, effective Feb. 
15, to devote his time to J. C. 
Warren Corp., New York. The 
Warren company, formed in No- 
vember, 1948, is engaged in the 
research, development and man- 
ufacture of new devices in the 
magnetic recording field. 


Seeks to Stop Broadcasts 


Transit Riders Association, 
which claims a membership of 450, 
asked the Federal District Court 
in Washington to issue an injunc- 
tion to stop Capital Transit Co. 
from broadcasting programs in its 
buses and streetcars. 
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McGraw-Hill Starts Drive to Explain 
Value of Audits of Export Papers 


Finds Conversion to 
ABC Basis Expensive; 
Soliciting Story Told 


New YorkK—Now that six of the 
seven export papers published by 
McGraw-Hill International Corp., 
subsidiary of the McGraw-Hill 
Publishing Co., have qualified for 
membership in the Audit Bureau 
of Circulations, and with the sev- 
enth “in process of qualifying,” 
the corporation will key an adver- 
tising and sales promotion cam- 
paign this year to sell export ad- 


Our deep rich black 
wins the hearts of 
hard to please buyers 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


vertisers and agencies on the value 
of ABC standards. 

Like McGraw-Hill’s domestic 
business and industrial magazines, 
its export publications have been 
built on a paid circulation basis, 
but until recently ABC did nbdt 
make audits in the export business 
paper field. 

McGraw-Hill plans to run a 
series of advertisements ‘during 
the year addressed to export ad- 
vertisers and agencies in eight 
publications. These include Ap- 
VERTISING AGE, Business Week, 
Drug Trade News, Export Trade 
& Shipper, Industrial Marketing, 
Printers’ Ink, Sales Management, 
and the business publications edi- 
tion of Standard Rate & Data Serv- 
ice. Fuller & Smith & Ross is the 
agency. In addition, extensive di- 
rect mail promotion will be under- 
taken. 


es The McGraw-Hill international 
campaign has a two-fold purpose, 
Eugene P. Warner, vice-president 
and general manager of the Mc- 
Graw-Hill International Corp., told 
AA. 

“First, it is to educate export 
management on the values of ABC 
audited paid circulation in placing 
their advertising in U. S. business 
papers distributed abroad. Second- 
ly, it is to acquaint the advertis- 
ing fraternity here with the fact 
that McGraw-Hill export publi- 
cations now offer the same ABC 
circulation standards abroad with 
which it has long been familiar in 
domestic publishing. 

. “When the McGraw-Hill Inter- 
national Corp. was formed in 1947 
from the publishing properties of 
an affiliated company,” Mr. Warn- 
er pointed out, “the company im- 
mediately pioneered a program to 


extend ABC to its export publica- 


BINDERS ? 


REPORTS 


. CATALOGS 


DO THIS! 


Write us today for samples and 
quotations. If possible, let us know 
‘ the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 

BEAVERITE SPECIALIZES 

IN LONG LASTING, 
INEXPENSIVE BINDERS— 
AND SELLS “DIRECT.” 


Samples and quotations promptly given. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


Cotalog Covers, Ring Binders—Multo and Swing-O-Ring, Proposal Covers of Durable 
BESTEX, BEAVERHIDE, and Paper Cover Stocks; Looseleaf and Mechanical Bindings. © 
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FLYING FISHERMEN—This quartet, members of the Flying Fishermen’s club which 
had a weekend of fishing in the Gulf Stream last month, got together in New 
York to swap stories about “the one that got away.” Left to right are William L. 
Carter, ad director, William Carter Co.; William Halsey Jr.; Ellery Mann, president, 


Tampax Inc.; and Louis F. Bonham, ad director, Mennen Co. 


tions. ABC thereupon instituted 
auditing procedures for export 
business papers.” 


s “The McGraw-Hill Digest,” Mr. 
Warner said, “was the first export 
business publication to qualify for 
ABC membership in 1948. Five 
other McGraw-Hill International 
publications have brought the total 
to six during the past year. These 
are American Automobile, El Au- 
tomovil Americano, Ingenieria In- 
ternacional Industria, Ingenieria 
Internacional Construccion and El 
Farmaceutico. Pharmacy Interna- 
tional is now in the process of 
qualifying for ABC, which will 
make seven in all.” 

Mr. Warner is convinced that 
more factual basic information on 
export circulation has been a prob- 
lem with advertising executives 
here for a long time. This was 
pointed up, he believes, at the con- 
vention last year of the Export 
Advertising Association in New 
York. At that meeting, Thomas W. 
Hughes, vice-president of the Na- 
tional Export Advertising Service, 
in an address on media evaluation 
said: 


s “The tools existing here in the 
United States for media measure- 
ment do not, on the whole, exist 
in export. In export, generally, we 
do not have the Audit Bureau of 
Circulations, readership surveys, 
income or age group classifica- 
tions...too many of those [pub- 
lishers] in export are still in the 
primary fantastical realm of claim- 
ing circulation based on what 
they believe their competitors’ fig- 
ures to be.” 

Mr. Warner told AA that the 
conversion of the circulations of 
the export papers to ABC stand- 
ards was neither cheap nor easy. 
The job was done by the con- 
solidated circulation department of 


the McGraw-Hill Publishing Co., 
under the direction of James E. 
Blackburn, vice-president in charge 
of circulation, who incidentally is 
also a director of the ABC. 


es An intensive direct mail cam- 
paign was carried out over a peri- 
od of two years, under the direct 
supervision of Gardiner Gibbs. In 
addition, 44 field salesmen (80% 
of whom are United States citi- 
zens) solicited subscriptions in 
Latin America, Europe, Asia and 
South Africa. This field force op- 
erates under the supervision of 
Herbert Gemmil. 

The bulk of the new subscrip- 
tions received was obtained by 
mail. The larger part of these 
originated in Latin America. The 
subscription price of $3 for one 
year for all of the papers except 
the McGraw-Hill Digest, which is 
$5, was determined by production 
and mailing costs and partly by the 
old price that had prevailed be- 
fore the papers became ABC mem- 
bers. 

As an example of the results 
that have been obtained in solicit- 
ing subscriptions, Mr. Warner said 
that in May, 1947, McGraw-Hill 
Digest had a total of 8,070 paid 
subscriptions out of a total dis- 
tribution of 20,000 copies. In De- 
cember, 1947, the date of its first 
ABC statement, the publication 
had 15,025 paid subscriptions out 
of a total distribution of 25,000 
copies. In November, 1949, date of 
the most recent audit, the Digest 
had a total of 18,760 paid subscrip- 
tions out of a total distribution of 
33,802 copies. 


s Current figures for the other 
publications as published by Stand- 
ard Rate & Data Service are as 
follows: American Automobile, 
13,523 paid out of a total distribu- 
tion of 15,422; El Automovil Amer- 
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icano, 17,662 paid out of 18,903; 
Ingenieria Internacional Construc. 
cion, 9,700 paid out of 15,007; In- 
genieria Internacional Industria, 
12,496 paid out of 14,983; El Far. 
maceutico, 9,281 paid out of 12. 
439. Pharmacy International, which 
has not yet qualified for ABC 
membership, has a distribution of 
10,000, of which 3,562 is paid. 

While it is too early yet, Mr 
Warner said, to form any conclu- 
sions with respect to renewal 
rates, so far the renewals “have 
been more than gratifying.” 

At present, 40% of the export 
papers’ subscriptions are for one 


subscriptions at $4 represent 29” 
of the total, and the remain’ng 40% 
is made up of three-year sub- 
scriptions at $5. 


s McGraw-Hill subscription sales. 
men operating abroad receive a 
base salary plus commissions and 
expenses. While Mr. Warner de- 
clined to divulge for publication 
the amount of the commission paid, 
he made it clear that salesmen’s 
commissions are not in any sense 
lavish. The salesmen’s foreign as- 
signments normally are for three 
years. They then return to New 
York for refresher courses, usually 
about six months, and then go 
abroad again. 

Nine foreign offices are main- 
tained by McGraw-Hill. These are 
in Buenos Aires, London, Rio de 
Janeiro, Mexico City, Frankfurt, 
Paris, Bombay, Melbourne and 
Tokyo. 


Four A’s and ANA 
Will Meet Jointly 


New YorK—The Association of 
National Advertisers and the 
American Association of Adver- 
tising Agencies are planning joint 
sessions March 31 and April 1 at 
the Greenbrier, White Sulphur 
Springs, W. Va. 

The ANA, which will hold its 
1950 spring meeting at the Home- 
stead, Hot Springs, Va., about 45 
miles from White Sulphur Springs, 
March 29 to 31, has been invited 
by the Four A’s to hold joint ses- 
sions March 31 and April 1. 

According to present plans, 
members of the ANA are expected 
to attend the Four A’s annual ban- 
quet March 31 at which Secretary 
of Commerce Sawyer will deliver 
an address. The following day a 
joint business session is being 
planned for members of both as- 
sociations. Details of the program 
will be announced, probably with- 
in two weeks. 


Publishes Special Edition 

The News Tribune, Tacoma, 
Wash., will publish its four-sec- 
tion 1950 development review edi- 
tion Feb. 14. The edition will be 
devoted to features and news of 
forest products, industry, trans- 
portation, education, housing, tra- 


vel and recreation. 
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Wisconsin 


th Largest A.B.C. City Zone Market 
in the state—69,629 Population 


1940 
Census 
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(Circulation now in excess of 29,000 daily) is the ONLY NEWSPAPER in the state 

offering a 75% TIE-IN GUARANTEE + a twice weekly contact with local dealers 

+ an annual Consumer Buying Study and distribution check! + all the USUAL 

Merchandising aids. WRITE or PHONE Collect for complete information TODAY! 
David A. Lindsey, Manager, General Advertisin 
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Advertest to Give 
Data on TV Spots’ 
Sales Effectiveness 


New BRUNSWICK, N. J.—Adver- 
test Research has anounced a new 
service to give TV advertisers, 
agencies and stations regular in- 
formation on product usage and 
advertising effectiveness. 

Data which the research group 
will offer include product usage 
by set owners with economic 
group breakdowns, product usage 
by set owners with length of own- 
ership breakdown, and brand usage 
with the same breakdowns. 

Advertising effectiveness mate- 
rial also will cover product and 
brand usage, with comparisons for 
viewing and non-viewing homes. 
“Planned purchase” breakdowns of 
advertised brands by viewers, who 
saw test programs, will be indi- 
cated. 


s Charges for this service will be 
$325 for one complete study, $600 
for two half-year studies, and 
$900 for three studies at four- 
month intervals. 


Advertest Research, after an 
analysis of TV spot commercials, 
reports: 


“While an adjacency to a high- 
rated show may enable a spot to 
be seen by a greater number of 
viewers, the spot is proportionally 
not as well remembered as the 
same spot next to a lower-rated 
program. Thus in terms of impact 
of the sales message, the spot ad- 
jacent to the lower-rated program 
may actually outdraw the higher- 
rated adjacency.” 


Transit Radio Users Mount 


Transit Radio Inc., Cincinnati, 
reports a gain of 22% in the num- 
ber of sponsors using transit radio 
during the last two months of 
1949. A total of 459 sponsors used 
transit radio during December on 
the 14 stations which reported. The 
previous report, for October, 
showed a total of 376 sponsors on 
13 stations. The largest gains were 
among appliance and furniture 
dealers, clothing and department 
stores, florists and jewelers. 


Unsettled Strike Causes 
Continental Paper to Close 

Because of inability to settle a 
labor dispute that has lasted for 
seven months, the $16,000,000 
plant of Continental Paper Co., 
Ridgefield Park, N. J., will be 
closed indefinitely, William J. Al- 
ford Jr., announced. About 500 
employes are affected. 

Mr. Alford said, however, that 
an adjoining plant of the subsidi- 
ary Alford Carton Co. will remain 
open. Its workers are not on strike. 


Topics Appoints Robinson 

Elihu Robinson has been named 
manager of the promotion depart- 
ment of Topics Publishing Co., 
New York. He succeeds the late 
Graham L. Hemminger. 
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National Nielsen-Ratings of Top Radio Shows 


Week of Jan. 1-7, 1950 
All tigures copyright by A. C. Nielsen Co. 
Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (4,046) (10.3) (-+-0.4) 
1 1 Lux Radio Theater, (CBS) ............-eeeeee- 9,035 23.0 0.0 
2 2 Jack Benny (CBS, Lucky Strike) ................ 8,642 22.0 +0.3 
3 13 Mystery Theater (CBS, Sterling) ................ 7,424 18.9 +3.7 
4 4 Arthur Godfrey's Talent Scouts (CBS, Lipton) ....7,188 18.3 —15 
5 5 Charlie McCarthy (CBS, Coca-Cola) ............ 6,992 17.8 —0.9 
6 7 Amos 'n’ Andy (CBS, Lever Bros.) ............ 6,953 17.7 +0.3 
7 3 Fibber McGee & Molly (NBC, S. C. Johnson) ..... 6,913 17.6 —2.4 
8 6 My Friend Irma (CBS, Lever Bros.) ............ 874 17.5 —0.6 
9 10 Bing Crosby (CBS, Chesterfields) ................ 6,717 17.1 +16 
10 16 Mr. Chameleon (CBS, Sterling) ................ 6,678 17.0 +21 
l 29 Crime Photographer (CBS, Philip Morris) od 16.8 +4.0 
122 17 People Are Funny (NBC, Raleighs) ... 16.5 +2.1 
13 20 Mr. Keen (CBS, Whitehall) ........... 16.0 +2.0 
14 30 Halimark Playhouse (CBS, Hall Bros.) 16.0 +3.3 
15 25 Suspense (CBS, Electric Auto-Lite) ............ 15.9 +2.2 
16 12 Bob Hope (NBC, Lever Bros.) .................. 246 15.9 +0.6 
17 26 Mr. District Attorney (NBC, Bristol-Myers) ...... 6,206 15.8 +2.3 
18 23 Dr. Christian (CBS, Chesebrough) .............. 6,167 15.7 +2.0 
19 33 Judy Canova (NBC, Colgate) .................. 6,167 15.7 +3.3 
20 38 Big Story (NOC, Pall Madls) ....... ccc ccccces 6,128 15.6 +3.6 
EVENING, ge WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,710) (6.9) (—0.1) 
1 SY WY WEED wb vndeddecetsvadescecbece 5,617 14.3 +12 
2 Counter-Spy (ABC, Pepsi-Cola) bites ctedeseenee .792 12.2 
3 3 Lone Ranger (ABC, General Mills) .............. 4,753 12.1 +17 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,553) (6.5) (+0.5) 
1 1 Arthur Godfrey (CBS, Chesterfields) ............ 792 12.2 +0.4 
2 4 Romance of Helen Trent (CBS, Whitehall) ........ 4,557 1L6 +2.4 
3 10 Young Widder Brown (NBC, Sterling) .......... 085 10.4 +2.0 
4 9 Wendy Warren (CBS, General Foods) ............ 4,085 10.4 +2.0 
5 11 Aunt Jenny (CBS, Lever Bros.) ................ 4,046 10.3 +19 
6 6 Backstage Wife (NBC, Sterling) ................ 3,967 10.1 +12 
7 3 Right to Happiness (NBC, P&G) ............... 3,928 10.0 +0.7 
8 15 Our Gal, Sunday (CBS, Amer. Home Prods.) ...... 3,928 10.0 +2.0 
9 2: Arthur Godfrey (CBS, Nabisco) ................ 889 9.9 +0.2 
10 7 Stella Dallas (NBC, Sterling) ................. 3,889 9.9 +12 
ll 5 Pepper Young’s Family (NBC, P&G) ............ 3,771 9.6 +0.6 
12 20 Lorenzo Jones (NBC, P&G) ...........cceeeees 3,575 9.1 +18 
13 8 Arthur Godfrey (CBS, Gold Seal) ................ 3,535 9.0 +0.4 
14 13 ee | errr er 3,457 8.8 +0.5 
15 19 eS ere ee 3,457 8.8 +13 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,396) (6.1) (—0.6) 
1 1 ee de . rr ee 4,989 12.7 +0.5 
2 3 Stars Over Hollywood (CBS, Armour) ............ 4,674 1L9 +0.5 
3 2 Grand Central Station (CBS, Pillsbury) .......... 4,596 11.7 0.0 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,493) (3.8) (—0.7) 
1 1 True Detective Mysteries (MBS, Williamson) ...... 4,360 111 29 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.) ........ 4,203 10.7 —18 
3 3 Martin Kane, Private Eye (MBS, General Foods) ....3,496 8.9 —19 
Grand Prize Beer newspapers. Large space ads were 


Sales Boosted 70% 
with Heavy Ad Push 


Houston—Gulf Brewing Co. in- 
troduced its new Pale Dry Grand 
Prize beer last December, backed 
it with a heavy newspaper, radio 
and outdoor campaign, and 
boosted sales 70%. 

Through Wilhelm-Laughlin-Wil- 
son & Associates, which handled 
the introductory campaign, the 
company ran teaser ads through- 
out November in the daily and 
weekly press, and in trade, labor 
and foreign language newspapers. 

The teasers carried “taste it, 
compare it” copy. On the eve of 
Dec. 1, when the beer made 
its official debut, outdoor com- 
panies changed posters and the 
new beer was distributed to re- 
tailers throughout the state. 

During the first three days of 
December, the company ran full- 
page insertions in all wet-area 


continued through December and 
January on a heavy schedule. 

The brewery also used commer- 
cials on its regularly scheduled 
radio shows, plus almost 11,000 
spots on 81 stations, to urge listen- 
ers to “taste it, compare it, with 
any beer made anywhere.” 

In addition to the 70% increase 
in sales during December, nor- 
mally a poor sales month, the 
campaign boosted volume an addi- 
tional 24% in January. 

As of March 1, the account is 
being taken over by the new Hou- 
ston office of Foote, Cone & Beld- 
ing, headed by Stephen M. 
Wilhelm, formerly president of 
Wilhelm-Laughlin-Wilson. 


Conde Nast Appoints Serwer 

Irving Serwer Advertising 
Agency, New York, has_ been 
named by Conde Nast Publica- 
tions, New York, to handle the ad- 
vertising of Vogue and Glamour. 
A campaign has been launched in 
Women’s Wear Daily, using a 
spread every week. 
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Fram Corp. Accents 
Operator 25 in ‘50 
Advertising Drive 


PROVIDENCE, R. I.—Fram Corp. 
last week launched it largest ad 
campaign, with copy asking read- 
ers to call Western Union’s Opera- 
tor 25 for the name of their nearest 
Fram dealer. 

The company is using two-color, 
bleed spreads and pages in general 
magazines and farm, automotive 
trade, equipment and export pub- 
lications, as well as in boating, 
diesel, oil burner and bus and 
fleet periodicals. 

In addition, on main highways, 
Fram has scheduled one of the 
largest painted bulletin promotions 
ever used by an automotive acces- 
sory manufacturer. 

Body copy in the consumer ads 
continues the “Fram complete en- 
gine protection” theme adopted 
last year. An illustration of an 
automobile engine shows the loca- 
tion of the gasoline, oil, crank- 
case air and carburetor air filters 
produced by the company. 

To boost dealer tie-in coopera- 
tion, Fram offers dealers who buy 
a minimum quantity of merchan- 
dise, free listing of their names 
with Operator 25. In addition, they 
are supplied with window stream- 
ers, posters and other point of sale 
material. 


Weekly Newspaper Bureau 
Undertakes Cost Survey 


Weekly Newspaper Bureau, re- 
search and promotion division of 
the National Editorial Association, 
Chicago, is making a mail survey 
of non-metropolitan newspaper 
costs and income. 

The study is the first of its type 
made by the WNB on a large 
scale. Complete data probably will 
not be available for at least two 
months. 
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Edwards Appoints Lankenau 

Henry P. Lankenau has been ap- 
pointed director of sales promo- 
tion and account executive of Ed- 
wards Advertising Agency, Hack- 
ensack, He was formerly 
merchandising director of the Re- 
search Institute of America and 
sales promotion manager of Union 
Bag & Paper Corp. 
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What the SAN DIEGO 
UNION and TRIBUNE-SUN 
does for “Automotive” - it can do for you 


You want all the coverage you can get for your money. 
You don’t want to divide your shots unnecessarily. 
Then take a leaf from the way automotive advertising is 
placed in San Diego. Get concentration of your dollars 
in one powerful, adequate advertising medium...theSan 
Diego Union and Tribune-Sun. That’s right. In San 
Diego you only have to make one “buy”’...and you cov- 


The UNION and TRIBUNE-SUN 
carried 1,486,502 lines of auto- 
motive advertising the first 10 
months of 1949. That's 79.2%... 
a good guide to your spending. 


Ask the West-Holliday Man! 


RIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 
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Ad Bureau Sets Deadline 
for Blue Book Entries 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, New York, has set 
Feb. 15 as the final deadline for 
entries of ad campaigns from na- 
tional advertisers and agencies for 
the 1950 edition of the “Blue Book 
of Newspaper Advertising.” 

The 1950 volume, covering case- 
history reports of 50 of the most 
successful newspaper campaigns of 
1949, will constitute the book’s 12th 
annual publication by the Bureau. 


Bothwell Promotes Baxter 
Fred E. Baxter, treasurer, also 
has been named executive vice- 
erg and general manager of 
. Earl Bothwell, Pittsburgh agen- 
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ADVERTISING and RADIO 
EXECUTIVES and EMPLOYEES 


Program Building - Production 
Script Writing - Film Techniques 
Video Effects - Commercials 
Time Sales 
Basic TV Principles, etc. 
Instruction by outstanding TV professionals 
such 83 Thomas H. Hutchinson, 
Gilbert Seldes, Noran E. Kerste, et al. 
Complete TV station equipment, 
teaching under actual broadcast 
conditions. 

Other full-time day and evening 
courses— 
thorough professional training 
.in all phases of TV Broadcasting. 
Approved for Veterans 
Ask for Prospectus CTA 


SRT 


(School of Radio Technique) 
TELEVISION STUDIOS 
America's Oldest Broadcasting School 
316 Wee 57 Street, New York 19, N.Y. 
Plozea 7-3272 
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House Raises 
Postal Ante 
$131,000,000 


(Continued from Page 1) 
pound minimum; small catalogs go 
up from 1¢ per piece, 10¢ per 
pound, to 1%¢ per piece, 14¢ per 
pound. 


@ Large catalogs’ increases aver- 
age 1¢ per piece; parcel post first 
pound increases 5¢ in local zone, 
4¢ in first two zones, 3¢ elsewhere. 
Over-all limit is reduced to 72” 
in length and girth, 40 pounds first 
two zones, 20 pounds in third to 
eighth zones. Existing weight and 
girth limits are retained for par- 
cels delivered on rural and star 
routes. Special delivery, 20¢; other 
special services are all increased. 

In addition to increasing rates 
on special services, the administra- 
tion, in a surprise move, added 
language which gives the Post- 
master General authority to in- 
crease or decrease, as he sees fit, 
rates on special delivery, special 
handling, insured, registered, and 
C.O.D. mail and notices to pub- 
lishers of undeliverable second 
class mail. 

Recommended by the Hoover 
Commission, the action was re- 
garded by some House members as 
an opportunity to test a widely 
supported suggestion that all rate 
making be left to a departmental 
rate board. 


ws While the over-all increase for 
second class is about 35%, it 
amounts to more than 50% for the 
nationally distributed newspapers 
and magazines on which it falls. 
Sponsors of the legislation point 
out that small dailies and weeklies 
are virtually untouched, and that 
publications of nonprofit religious, 
labor, scientific, fraternal and 
farm organizations were un- 
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WHAT A TREE—Last week about 200 agency men in New York, Detroit and Chicago 


enjoyed individual containers of strawberries and cream flown to them from the 
Rio Grande Valley by the Brownsville Herald, Harlingen Star and McAllen Monitor. 


the lease has 


tobi, 


date, by some miracle, 


This is part of a sustained two-year promotion of the papers, in which participants 
originally received a “lease” on 40 square feet and a citrus tree in the valley. To 


produced grapefruit, oranges, potatoes, 
in Enjoying its latest product here 


onions, limes, pineapples and veg 


are James Kysor, H. R. Van Gunten, Al Frifield and Harvey Mann of Foote, Cone 
& Belding in Chicago. Serving is Braniff Airlines hostess Jean Brogoitti. 


touched. 

They shouted down a sugges- 
tion that the second class increase 
be spread over a two to three-year 
period, and they warned that the 
committee would start soon on a 
study of further second class rate 
adjustments. 


@ Under the bill, the rate on read- 
ing portions of second class matter 
for “out of county” delivery is in- 
creased from 14¢ per pound to 2¢. 
The rate on advertising portions 
is increased from 1¢ to 3¢ per zone. 
Existing “free in county” rules are 
retained for small publications and 
a nominal one eighth cent per 
piece charge for small locally de- 
livered newspapers. 

The opposition was able to mod- 
ify the second class increase only 
once when farm bloc members 
joined them to support a provision 
retaining existing rates for all ag- 
ricultural publications whether is- 
sued for profit or otherwise. The 
amendment also retains existing 
rates for all scientific, educational, 
and religious publications distri- 
buted to school classrooms. 

In most major respects the 
House bill closely resembles rate 
legislation reported by the Sen- 
ate committee last fall and re- 
called for additional consideration 
after Congress reconvened. 


@ At the time the Senate bill was 
withdrawn, Senate postal commit- 
tee Chairman Olin C. Johnston (D., 
S. C.) said he preferred to let the 
rate legislation originate in the 
House. 

Advertising zone rates in the 
House bill, compared with exist- 


ing rates, are: 
Ye (per Ib. ' ie 


ry 
Sf i 
6¢ 8 

7¢ 10¢ 
The House bill sotaine the exist- 
ing rate on controlled circulation 
business publications. The Senate 
version (S. 1103) proposes a rate 
of second class plus 50% for these 
publications. 


Buster Brown Shoes Starts 
TV Spot Series in 13 Cities 

The Buster Brown division of 
Brown Shoe Co., St. Louis, is using 
a series of television spot an- 
nouncements in 13 key cities. The 
series will run through spring and 
into the summer months. The TV 
spots immediately precede or fol- 
low popular children’s shows. The 
company also announced that this 
series is “merely the beginning of 
Buster Brown television plans.” 

This promotion is in addition to 
the Buster Brown Radio Show, 
heard Saturday mornings over 
NBC. The radio show, in its sixth 
year, will continue to be Buster 
Brown’s principal advertising. Leo 


Burnett Co., Chicago, handles the 
account, 


Parchey’s Steaks 
Make Good Ad Copy 


WASHINGTON—A nearly full-page 
Washington Post ad headlined 
“What the Heck Is All This Stuff 
about Steaks, Steaks, Steaks, 
Steaks?” has climaxed an unusual 
campaign by Parchey’s restaurant 
here. 

The ad, which reportedly sold 
out the restaurant, was scheduled 
to reappear in the Washington Star. 
M. Belmont ver Standig is the 
agency. 

The campaign started some time 
ago when restaurant manager Al- 
bert Mesirow told Mr. ver Standig 
that a 3” contract ad he had been 
running in the Post wasn’t pulling. 

“What do people order most?” 
Mr. ver Standig asked. 

“Steaks,” Mesirow replied. 


= In addition to 11 “steaks” in 
headline type, the large-space ad 
contained a sardonic story of Mr. 
Mesirow’s restaurant exploit here. 
In a signed statement which takes 
one-third of the page, Mesirow 
tells of a melancholy opening in 
1930, how the business became es- 
tablished, how his specialty with 
steaks evolved, about the variety 
of steaks now served at Parchey’s 
and finally about a succulent sup- 
ply of beef available to customers 
during his 20th anniversary cele- 
bration. 

The ads have gradually grown 
under ver Standig’s guidance, from 
3” where the word “steak” was 
reiterated three times, to their 
present size. 


Advertising Age, February 13, 19! 


Merrill Lynch Exec 
Criticizes Financial 
Houses’ Ad Paucity 


New York—Merrill Lynch, 
Pierce, Fenner & Beane, said to be 
the world’s largest brokerage 
house, and the only one of its kind 
to publish an annual income state. 
ment, reported last week that its 
operations in 1949 resulted in 4 
net profit of $2,335,370, compared 
with $3,604,513 reported for 1948, 

It also reported expenditures of 
$1,407,000 for research, publishing 
and advertising, of which $315,130 
was spent for newspaper and mag- 
azine space. 

In his annual letter to customers, 
Charles E. Merrill, directing part- 
ner, took his colleagues in other 
brokerage houses to task for not 
doing anything comparable to help 
educate the public about securities 
and the brokerage business. 

“The great majority of people in 
the securities business,” Mr. Mer- 
rill said, “haven’t lifted a finger 
to help in the public educational 
job that must be done.” 


@ He charged that “industries 
that depend upon the capital mar- 
ket for the money needed for ex- 
pansion also have an obligation 
to help educate the public in com- 
mon stock ownership. It is only 
in the past few years that busi- 
ness men have made any effort at 
all to help employes and customers 
understand the financial side of 
business.” 

The brokerage house opened its 
100th office last year in Omaha, 
bringing to 98 the number of cities 
in which the company operates. 
It has 2,945 employes and had a 
_ income in 1949 of $25,053,- 

15. 


Bermingham Agency Names 
Ramsey to Creative Post 


Bermingham, 
Castleman & 
Pierce, New York, 
has appointed 
Charles H: Ram- 
sey as head of 
the copy and 
creative depart- 
ments. 

Prior to join- 
ing the agency, 
Mr. Ramsey was 
with Newell-Em- 
mett Co. for 17 
years. His former agency associ- 
ations include J. Stirling Getchell 
Inc. and J. Walter Thompson Co. 


Chas. Ramsey 


Wamsutta to McCann Agency 


Wamsutta Mills, New Bedford, 
Mass., has switched from Alley & 
Richards to McCann-Erickson, 
New York, for its entire line of 
sheets and pillow cases. No media 


plans have been made. 


ZINC 
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Advertising Age, February 13, 1950 


FCC's Position on 
TV ‘Freeze’ Still 
Hinges on Color 


WASHINGTON—Completely ignor- 
ing demands that it act quickly to 
unfreeze black-and-white televi- 
sion, the Federal Communications 
Commission neared completion last 
week of arrangements for lengthy 
new hearings on color. 

The commission had no comment 
on the statements of industry 
members who say the b&w freeze 
is no longer necessary. It appar- 
ently dismissed the fuss Thursday 
by issuing the schedule of wit- 
nesses who are to appear for “re- 
direct testimony” when the color 
proceeding resumes Feb. 27. In- 
dustry members want FCC to go 
into b&w allocations instead of 
color at that time. 

The commission’s position was 
well presented, however, in a let- 
ter which Sen, Edwin C. Johnson 
(D., Colo.), chairman of the inter- 
state and foreign commerce com- 
mittee, wrote to the New York 
Times over the weekend. 


s According to Senator Johnson, 
who has been very close to FCC 
on the issue, the commission pro- 
bably will not lift the b&w freeze 
until it is sure that color can be 
added to the proposed two-band 
TV system without going over the 
same ground again. 

To open the freeze merely for 
the purpose of making more sta- 
tions available only on the low 
band is a short-sighted, negative 
policy which will play into the 
hands of certain interests and will 
do irreparable harm even to those 
licensees who have applications 
now pending for the low band TV 
stations, Senator Johnson said. 

If FCC has the engineering 
knowledge to permit it to open 
simultaneously both the low and 
high bands for TV station assign- 
ments, by all means it ought to 
go ahead, he said, but he insisted 
that it is a decision which FCC 
has to make. “In my opinion,” he 
continued, “the commission is as- 
serting its authority properly in 
the public interest by holding the 
current hearings.” 


# On Tuesday Dr. Allen B. Du- 
Mont breakfasted with a senator 
and nine congressmen from New 
Jersey in an effort to recruit con- 
gressional support for his demand 
that the freeze be lifted. 

Meanwhile, RCA demonstrated, 
at a press showing Wednesday, a 
vast improvement in its all-elec- 
tronic color system. 

On the basis of its progress, 
RCA said the principles of color 
have been so thoroughly estab- 
lished that FCC can safely lift its 
TV freeze without fear that it is 
precluding the arrival of color. 

Latest RCA equipment provided 
color stability which was lacking 
at earlier demonstrations. With 
) stability achieved, all major pro- 
blems are solved and the way is 
Open for refinements that will 
make RCA color possible commer- 
cially, it was said. 


® Dr. E. W. Engstrom, vice-presi- 
dent in charge of research, said he 
expects to have a single-tube color 
set available for demonstration in 
four to six weeks. 

With stability achieved, RCA 
Said its color system easily out- 
Classes its competitors’. Features 
of RCA color “which no other 
method can fully match,” are: (1) 
high definition pictures—70% 
more detail than the “mechanical 
Sequential system”; (2) unlimited 
size and brightness; (3) flickerless 
pictures without color breakup; 
(4) stability; and (5) it is com- 
pletely compatible—produces good 


b&w pictures on existing sets. 
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Last Minute News Flashes 


Sweetsers Join Huyler’s and Glenn Martin, 


New YorkK—George T. Sweetser, formerly publisher of Esquire 
and vice-president of Esquire Inc., has been named vice-president in 
charge of sales of Huyler’s, confectionery and restaurant chain. Jess 
W. Sweetser, formerly national advertising director of Esquire and, 
previously, director of public relations for Curtiss-Wright Corp., has 
been appointed assistant to the president of the Glenn L. Martin Co.. 
and is in charge of sales. The brothers left the Esquire organization 
last November. 


Barrett Div., Chevvy Ads Rated High by ARF 


New YorkK—A full-page ad of the Barrett Division of Allied Chem- 
ical & Dye Corp. featuring Arcadian and A-N-L fertilizers attracted 
more men readers than any other advertising in the September issue 
ot the Southern Planter and tied for top honors on the women’s list 
with Chevrolet automobiles, the Advertsing Research Foundation re- 
ported last week in anrfouncing results of its 12th survey of the Con- 
unuing Study of Farm Publications. 


‘Industry and Power’ in Receivership 


St. JosepH, Micu.—Sitting in the Berrien County circuit court Fri- 
day, Judge Breakey appointed Charles Gore and Arthur G. Preston 
temporary co-receivers for the Maujer Publishing Co., publisher of 
industry and Power. Sale of the publication at an early date is expected. 
the action was taken on petition of A. R. Maujer, head of the company, 
who has organized a new publishing company tollowing disagreement 
with other owners of the business. (Earlier story on Page 20.) 


WNEW to Make Out-of-Home Report This Week 


NEw YorK—WNEW this week will issue the second report on total 
listening in metropolitan New York. This analysis, based on Pulse 
Inc.’s second quarterly (November) study of out-of-home listening, 
will include out-of-home ratings for radio. Figures show that one 
person out of five listened on an average day. Pulse out-of-home re- 
—_ so far confined to New York, will be extended to Chicago this 
month. ; 


Witting Named General Manager of DuMont Net 


New YorkK—Chris J. Witting, assistant director of the DuMont Tele- 
vision Network for several months, has been named general manager 
of the network to coordinate activities under its director, Mortimer W. 
Loewi. Mr. Witting was associated with USO camp shows before join- 
ing DuMont in 1947. 


ABP Elects Lyne Chairman; Other Late News 


Directors of the Associated Business Publications last week changed 
by-laws of the association to provide for a chairman, and elected James 
G. Lyne, incumbent president of ABP and president of Simmons- 
Boardman Publishing Co., New York, chairman, and William K. Beard, 
ABP’s executive vice-president, as president. 


e At press time Bob Hope was waiting for permission from Lever 
Bros. to transcribe a new quarter-hour daily show for the Borden Co., 
New York. If approved, the program will be spotted in major markets 
by Kenyon & Eckhardt. It has not been decided if this will replace 
Borden’s current radio offering, “County Fair” (CBS), which com- 
pletes its next cycle March 31. 


e H. Norman Neubert, public relations manager of R. H. Macy & Co. 
since 1943, will join NBC, New York, March 1, to organize and manage 
a merchandising department for owned and operated stations. 


e McCall’s will carry a complete listing of all its advertising repre- 
sentatives on the masthead, along with the editorial board, starting 
with the March issue. Listing will also include the research director 
and sales promotion director. 


e Douglas Day, formerly executive vice-president of Buchanan & Co., 
has been named director of advertising for Allen B. DuMont Labora- 
tories, Passaic, N. J., to coordinate sales promotion and merchandising 
for the receiver and broadcasting divisions. Henry Geyelin continues as 
advertising manager of the former. A new ad manager for the latter 
will be announced soon to replace Arthur C. Schofield, resigned. 


e Eastern Wine Corp. has just broken a campaign for its Chateau Mar- 
tin wines in the New York Daily News and World-Telegram and the 
Sun. Drive is slated for three months, using 640-line insertions weekly. 
H. C. Morris & Co. is the agency. 


e Dell Publishing Co.’s “1,000 Recipe Cook Book,” published for 10 
years, becomes quarterly effective with the spring issue and will carry 
advertising. Rate is $1,250 a b&w page based on a guarantee of 350,000. 
The book has 22 sections and advertisers will be given guaranteed 
positions, next to the section which concerns the product. 


e Time Inc. has appointed Bernie Auer, formerly circulation manager 
of Time, and William Scherman, previously Time promotion copy chief, 
as associate circulation directors under Francis D. Pratt, Time Inc.’s 
circulation director. Mr. Auer will be primarily concerned with ad- 
ministration and Mr. Scherman with promotion. 


e Block Drug Co. officials denied rumors to the effect that Amm-i- 
dent (ammoniated tooth powder and toothpaste) was up for sale on 
Friday. Substantiating the denial, they reported that a new contract 
has been signed for the Burns & Allen show over the Columbia Broad- 
casting System. Cecil & Presbrey handles the account. 


e Despite contrary reports, a Lever Bros. spokesman says the com- 
pany’s Swan soap is not being withdrawn from the market. Swan is 
still on sale in all outlets as usual, and is still the second highest 
seller among floating soaps. 


e Marshall C. Taylor, formerly with Goodyear Tire & Rubber Co., 
has joined Meldrum & Fewsmith, Cleveland, as media director. He was 
in charge of research and media schedules at Goodyear. Don Elliott, 
former media head for the agency, has been shifted to contact work on 
the Dearborn Motors account. 


e Post Cereals division of General Foods last week introduced Sugar 
Crisp on the West Coast. Full-page copy in 103 newspapers describes 
the product as a breakfast food, as a confection and for “snack” meals. 
Benton & Bowles is the agency. 
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TRIPLE. ACTION—Miles Laboratories, Elk- 

hart, Ind., last week broke its newspaper 

campaign for Tabcin antihistamine tablets 

in 74 newspapers in 34 major markets. 

Wade Advertising Agency, Chicago, han- 
dies the account. 


N ewspapers, Direct 
Mail Are Powder in 
A&P’s New Barrage 


New YorK—As the first ads of 
the Great Atlantic & Pacific Tea 
Co.’s third series in its campaign 
against anti-trust lawyers broke 
in newspapers Thursday, the com- 
pany also had swung into high 
gear with a direct mail campaign 
designed to hit top executives and 
administrators. 

The direct mail campaign, 
launched two weeks ago, consists 
of a 96-page compilation of news- 
paper editorial matter titled “What 
the American Press Is Saying 
About the Suit to Destroy A&P.” 

Printed in newspaper format, 
the mailing piece carries some 700 
newspaper editorials which A&P 
selected from 2,500 articles written 
about the case by the press. 

In its third ad series blanketing 
2,500 papers from coast to coast, 
the company gives details of a 
Dallas anti-trust suit and alleges 
that anti-trust lawyers “made 
practically the same allegations 
they are making today” in their 
current suit to break up the chain. 
The ad stated that Federal Judge 
W. H. Atwell ruled that the Dallas 
case should not be tried due to 
inflamatory statements in the in- 
dictment. 

Captioned “The Third Time the 
Anti-trust Lawyers Were Wrong,” 
the ad reviews two other actions 
against the company in Washing- 
ton, D. C., and Wilson, N. C. 

Paris & Peart handles the ac- 
count. Carl Byoir & Associates is 
A&P public relations counsel. 


Weekly Hour Video 
Shows Not Favored 
by Comedian Benny 


New YorK—Jack Benny has cast 
his vote with the forces which are 
against once-a-week schedules for 
TV shows. 

Speaking before the Radio Ex- 
ecutives Club Thursday, Mr. 
Benny said he feels comedy TV 
shows should be scheduled once a 
month for hour shows, or twice 
a month for half-hour shows. 

This, he said, is not only neces- 
sary to maintain high standards 
for the material content of a tele- 
cast, but to make sure the “audi- 
ence doesn’t get sick of looking at 
you.” 

Other opinions voiced by the 
Lucky Strike-CBS comedian: 

Entertainers should concentrate 
on either radio or TV, since an 
artist can’t be expected “to do a 
good job on both at the same time.” 

A good radio show can combat 
a mediocre video offering. 

TV may possibly contribute to 
increased radio listening by keep- 
ing the people home within range 
of a radio if they should decide 
to turn it on. 
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Honneus Urges 


Canadians to 
‘Educate’ U. S. 


MontreaAL—A plea for better 
trade relations between Canada 
and the U. S., based on a mutually 
improved public relations policy, 
was made here Wednesday by Wil- 
liam S. Honneus, advertising man- 
ager of Time International. Ad- 
dressing the Advertising and Sales 
Executives Club, Mr. Honneus em- 
phasized that more Americans 
should be “aware of the real im- 
portance of Canadian-U. S. trade 
to the economic well-being of the 
States.” 

Canadian-JU, S. trade is the larg- 
est between any two nations, he 
pointed out, but top executives in 
U. S. business are generally un- 
familiar “wjth the economic facts 
of life concerning Canada and the 
¥. 6.” 


es Probing this situation, Mr. Hon- 
neus some months ago made a di- 
rect-mail survey of 1,000 top ex- 
ecutives selected at random from - 
the Fortune poll of executive opin- 
ion. The survey got 64% returns, 
greatest of any such study made 
by Time, and showed: Only one- 
half knew Canada’s population 
(13,000,000); 19% still thought 
Mackenzie King was prime minis- 
ter, though Louis St. Laurent was 
the majority selection; only 15% 
knew Canada was an independent 
country, and only one-seventh 
guessed that the extent of Ameri- 
can capital invested in Canada 
was as much as $5 billion, though 
two-thirds knew the U. S. had 
more money invested in Canada 
than has Great Britain. 


s A concurrent check on the Can- 
adian executive’s impression of 
the U. S. was made among 400 
members of the Vancouver Board 
of Trade. As expected, the Can- 
adians did better on the U. S. than 
the Americans on Canada. But 
while one-half knew that their 
country exports about one-third of 
its total production, only one- 
tenth tabbed the correct. propor- 
tion of export trade for the U. S., 
which is about 54%2%, or $12% bil- 
lion, out of total of $230 billion U. 
S. economy in 1948. Less than 10% 
knew 50% of Canada’s exports 
went to the U. S. in 1948. 

Enlightened self-interest, how- 
ever, is aiding better understand- 
ing between the two countries, ac- 
cording to Mr. Honneus. He cited 
the advertising run by the Bank of 
Montreal in Business Week, the 
campaign of Troy Savings Bank 
which used the copy theme of har- 
monious relations between the U. 
S. and Canada, and the Canadian 
Cooperation project designed to 
boost travel in Canada. 


ws Mr. Honneus said Canadian 
government officials in the U. S. 
are active public relations men, 
but he suggested that Canadians 
here support a “Know Canada 
Better” plan and that every letter 
from a Canadian business man to 
the U. S. bear the imprint, “Can- 
ada Is Your Best Customer.” 

Mr. Honneus urged constructive 
thinking on the common problem, 
“so that Canada may sell more to 
the States, and we below the line 
may learn how much the Can- 
adian market means to our con- 
tinued prosperity, as we lower our 
tariffs to a good end.” 


ERNEST BYFIELD 
Cuicaco—Ernest L. Byfield, 60, 
famed hotel owner and president 
of College Inn Food Products Co., 
died of a heart attack Friday at 
St. Lukes Hospital here. He was 
president of the Sherman, Am- 
bassador East and Ambassador 


West hotels in Chicago. 
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No Monopoly in Tire 
Selling, FTC Is Told 


Alderson & Sessions 
Study for ‘Big 3’ Is 
Answer to Discount Rule 


PHILADELPHIA—The consumer re- 
mains supreme in the tire and tube 
industry and there is no danger of 
monopoly in this field. 

Advertising and promotion have 
been and will undoubtedly con- 
tinue to remain instrumental in 
developing consumer acceptance 
of tires, and they certainly do not 
limit dealer sales opportunities. In 
fact, the opposite is the case. 

These conclusions are drawn by 
Alderson & Sessions, market re- 
search organization here, from a 
study it has made of tire mar- 
keting. Alderson & Sessions was 
retained for the study by law 
firms representing B. F. Goodrich 
Co., Goodyear Tire & Rubber Co. 
and United States Rubber Co. 


@ The study has been turned over 
‘ to the Federal Trade Commission. 
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It is submitted as an answer, in 
part, to the FTC’s proposal made 
last fall to prevent tire and tube 
manufacturers from considering 
greater than carload quantities for 
discount purposes (AA, Oct. 10). 

The proposed rule was suggested 
as an aid to small dealers, some of 
whom complained about large dis- 
counts offered to chains. The FTC 
last fall said a survey of the in- 
dustry’s 21 manufacturers showed 
that the two largest distributors 
obtain discounts of 30.5% to 
38.5% on auto and truck tires 
and tubes. 

Thus the Alderson & Sessions 
study stresses the position of the 
smaller independent in its study 
of tire and tube marketing. 


w The study time and again de- 
clares that everything points away 
from possible monopoly in the in- 
dustry. Aids to dealers in mer- 
chandising are found of great im- 
portance in dealer growth. 

“The millions of dollars ex- 
pended for national advertising 
is one of the means whereby the 
tire companies render valuable as- 
sistance to their dealers,” the re- 
search company says. Its report 
gives details concerning what it 
considers extensive, liberal as- 
sistance to dealers in local adver- 
tising and sales promotion. It calls 
such dealer aids “one of the im- 
portant reasons for the record of 
successful operation of independ- 
ent dealers.” 

The report says tire manufac- 
turers supply the aids because 
they know that their success de- 
pends on the independents, be- 
cause the latter represent the 
means of distribution of the indi- 
vidual manufacturers’ brands. 


@ Tire makers also help dealers 
extensively to add other lines of 
merchandise to supplement their 
tire and tube business, the study 


Says. 


Complete daily news of both local and national 
scope helps make the PASADENA STAR-NEWS the 
largest full paid circulation NEWSpaper of the San 


Gabriel Valley. 


STAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented nationally by Cresmer & Woodward Inc. 
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PASADENA 


NEWS 


READERS 


PASADENA STAR-NEWS leads all 
other Pasadena media by more 
than 6 to 1 for columns of news 
during 1949. 
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TOURIST MERIT—Hugh McKay (left), executive vice-president, L. H. Hartman Inc., and 

Richard Joseph, travel editor of Esquire, were the first citizens outside of France to 

receive the new Order of Tourist Merit medal when Henry Ingrand (right), French 
commissioner general for tourism, made the presentation in New York. 


There has been no limitation on 
enterprisers wishing to sell tires, 
it is observed. During the four- 
year period of 1944-47, some 13,- 
500 new businesses were estab- 
lished in the trade, the study says. 
“The magnitude of these num- 
bers of new entrants is so great 
as te dispel any notion that a 
monopoly exists,” it says. “Free- 
dom of entry into tire retailing 
exists and has not been impeded.” 
The report denies that dealers 
are so harassed and obstructed that 
they soon fail. During 1944-47, 2,- 
300 tire dealers went out of busi- 
ness, a figure said to indicate rela- 
tively high survival when compar- 
ison is made with the number of 
newcomers entering the field. 
It is also pointed out that, where 
companies doing $100,000 or more 
volume annually enjoy 37% of re- 
tail sales in all lines of business, 
such large companies account for 
only 25% of sales among tire 
dealers. No tire and tube dealers 
have gained dominant positions, it 
is reported. 


@ FTC’s own study last year 
showed that 47,247 retailers in the 
“under $100,000” volume class did 
52.4% of the business. 
Two tire companies recently 
asked the federal district court in 
Washington to prevent the FTC 
from interfering with their dis- 
count arrangements with big mail 
order houses and chains. 

The commission has given tire 
makers until Aug. 19 to comment 
on its proposal to limit discounts 
to a carload maximum (AA, Jan. 
9). 


Atlantic Refining Expands 
Outdoor Ad Schedule 


Atlantic Refining Co., Philadel- 
phia, plans an expanded program 
of outdoor advertising. Outdoor 
posters are now being put up in 
Florida and Georgia and soon will 
be extended to 715 markets in the 
company’s territory, ranging from 
Miami through New England and 
west into Ohio. Approximately 
2,500 panels will carry the 24- 
sheet posters each month. 

The company’s schedule also in- 
cludes full-page newspaper ads in 
more than 40 cities, plus radio and 
television broadcasts of 77 college 
basketball games. During the com- 
ing season Atlantic will broadcast 
and telecast major and minor 
league baseball and college foot- 
ball games. N. W. Ayer & Son, 
Philadelphia, is the agency. 


Randy Smith to Join KNBC 


Randy Smith, advertising and 
promotion manager of KOA, Den- 
ver, will join KNBC, San Fran- 
cisco, in the same capacity on 
March 1. He succeeds Ethel Gil- 
ea who resigns effective March 


Appoints Jack Bernstein 


Jack Bernstein, formerly man- 
aging consultant of the retailer 
merchandising department of Dia- 
mond Brothers, Trenton, N. J., has 
been appointed advertising and 


«san Francisco + Los Angeles 


promotion manager of Comfort 


WALTER E. CLARK 


CHARLESTON, W. Va.—Walter Eli 
Clark, 81, owner of the Charleston 
Daily Mail, and former governor 
of Alaska, died here Feb. 4. 

Born in Ashford, Conn., he be- 
gan his newspaper career as a re- 
porter on the Hartford Post. He 
later became telegraph editor of 
the Washington Times. For 12 
years, from 1897, he headed the 
Washington bureau of the New 
York Sun, In 1909, he was ap- 
pointed governor of Alaska by 
President Taft and served until 
1913. He purchased the Muil in 
1914. 


O. A. BROCK 


Peoria, Itt.—O. A. Brock, 68, 
former advertising manager of 
Keystone Steel & Wire Co., died 
Feb. 3 at Methodist Hospital here. 
He was the company’s first adver- 
tising manager and served from 
1911 until his retirement in June, 
1946. 

For more than 20 years, Brock 
was active in the Association of 
National Advertisers. He was a 
founder of the Peoria Advertising 
and Selling Club. 


RICHARD F. BEIRNE 

BILox!, Miss,—Richard Foulke 
Beirne, 69, founder and for 28 
years publisher and editor of the 
Virginian, Covington, Va., died in 
Veterans Hospital here Feb. 6. He 
had been ill since December. 


Monigle Joins Haas Miller 


Earnest G. “Sandy” Monigle, 
long-time treasurer of Eastern In- 
dustrial Advertisers, Philadelphia 
NIAA chapter, has been appointed 
advertising manager of Haas Mil- 
ler Corp., Philadelphia, manufac- 
turer of industrial chemicals, oils, 
solvents and greases. 


Mitchell Promoted to V. P. 


Harold M. Mitchell, an account 
executive, has been named a vice- 
president of Alfred J. Silberstein, 
Bert Goldsmith, New York. He 
also will serve as a member of the 
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2/3 of Purchasing 
Agents Report No 
Drop in Buying 


New YorkK—Two out of three of 
305 purchasing agents responding 
to a questionnaire sent out by 
Purchasing, Conover-Mast publi- 
cation, report that capital goods 
purchases planned by their com. 
panies for 1950 will be the same 
or higher. Results of the survey 
are published in the current issue 
of the monthly. 

Most of the increases reported 
will be in the 5% to 20% range, 
Decreases will run from 5% to 
25%, the magazine says, but al- 
most as many will be in the 26% 
to 50% range. 

Current and planned expendi- 
tures represent normal replace- 
ment in 64% of the cases report- 
ing, while 37% are due largely or 
solely to expansion. Expenditures 
on deferred needs represent 13%. 

No shortages, extended delivery 
dates or serious price rises on cap- 
ital goods orders are being ex- 
perienced by 80% of the respond- 
ents. 

Principal reasons listed for de- 
ferment or cutting back of cap- 
ital goods purchases are: comple- 
tion of expansion and replacement 
programs; lack of business or 
slower sales; uncertainty about 
future business, and general eco- 
nomic uncertainty. 

Sixty-four per cent said that a 
reduction in corporation or ex- 
cise taxes would stimulate in- 
creased capital goods purchases by 
their companies. 


GEORGE CORNWALL 


BERKELEY, CAL.—George M. 
Cornwall, 82, founder of Timber- 
man, died at this home here Jan. 
31. He was the grandson of the 
founder of the Scottish printing 
company, G. Cornwall & Sons, of 
Aberdeen. 

Mr. Cornwall was a member of 
the Portland Chamber of Com- 
merce, served 17 years as a regent 
to Oregon State University, served 
on the Port of Portland Commis- 
sion, and was active in various 
Oregon business and _ legislative 
movements. 


LEROY B. CASADAY 


San Francisco—Leroy Boice 
Casaday, 62, veteran newspaper 
circulation manager, who had 
worked on the Denver Post and 
the Rocky Mountain News at the 
height of the newspaper circula- 
tion wars in Denver, died Feb. 4 
at Palo Alto Hospital after a brief 
illness. 


JANET MACRORIE 

New York—Miss Janet Mac- 
Rorie, 60, former advertising man- 
ager of the Public Service Electric 
& Gas Co. of New Jersey, and one- 
time head of the continuity ac- 
ceptance department of the Na- 
tional Broadcasting Co., died here 


merchandising board. 


Feb. 4. 
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ENGRAVINGS-—At the Right 


PEORIA, 


Spring Corp., Baltimore. 


_G.R.GRUBB € CO. 


CHAMPAIGN, ILLINOIS 
‘TELEPHONE 5209 


BETTER SERVICE AND FINER : 


WRITE OR CALL THE NEAREST PLANT 


PEORIA ENGRAVING CO. 


ILLINO 
TELEPHONE 4.7197 
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Avco Division 
Opens Largest 
Kitchen Drive 


Devises New Plans 
for Solving Major 
Selling Problems 


CONNERSVILLE, INnp.—Convinced 
that it has the answers to many 
of the most difficult problems in 
selling and merchandising kitch- 
ens, American Central division of 
Avco Mfg. Corp. this month is 
launching its most intensive pro- 
motion of American Kitchens. 

One of the biggest problems in 
selling sinks, and wall and floor 
cabinets, has been the apparent 
mystery in planning kitchen lay- 
outs. Dealers have aggressively 
sold individual sinks or cabinets, 
but they have hesitated to plan and 
sell complete kitchen layouts. 

In an attempt to simplify the 
planning problem, various manu- 
facturers have devised three-di- 
mensional models, which could be 
moved around in model rooms. 
Main difficulties in using these 
planning aids, however, have been 
the initial expense to the dealer 
and the fact that the housewife 
prospect has been unable to take 
the suggested plan home to her 
husband after working it out in 
the dealer’s showroom. 


a This year, however, American 
Central’s expanded sales force has 
devised a magnetized easel board 
and isometric plates of cabinets 
and sinks, which give a three-di- 
mensional effect and can be moved 
about on the magnetic board with 
ease. 

The company also has prepared 
planning booklets, with isometric 
punch-outs, The punch-outs are 
gummed, so that the feminine 
prospect can paste her final kitch- 
en plans, as worked out on the 
magnetic plate, in the book to show 
the man of the house. 

In addition to the new planning 
book, designed to build prospect 
interest by giving the housewife 
a chance to use her imagination, 
the company has devised a sim- 
plified kitchen planning template 
for the salesman, so that he can 
take accurate measurements quick- 
ly. 

Until recently, another problem 
in selling kitchens was the rela- 
tively large down payment re- 
quired for a purchase. Now, how- 
ever, it is possible to put kitchen 
cabinets and sinks on a Federal 
Housing Administration approved 
home mortgage. 


8 Since many potential prospects 
still are unaware of this possibil- 
ity, American Central advertise- 
ments will explain how to have 
a new kitchen for a few dollars a 
month. 

Ad copy also will promote all 
the items in the line, including 
the company’s new kitchen freez- 
er, and the planning booklet. In 
addition, magazine copy for the 
first time will carry prices—a re- 
sult of the company’s decision to 
adopt national pricing. 


HAPPY TO BE BACK—Old Glory looks mighty good to Chet Huntley (holding pipe), 
CBS news analyst, on his return from a two month tour of England and the conti- 
nent. Picture was taken at a meeting of the Southern California Broadcasters Asso- 
ciation, where Huntley related his experiences abroad. Left to right, A. F. Joscelyn, 
director of operations, CBS, Hollywood; Huntley; Helen Murray Hall, promotion man- 


ager, NBC western network; and William 


Beaton, manager, KWKW, Pasadena, and 


president of SCBA. 


Beginning this month, color 
pages and one-half and two-thirds 
b&w pages will run in American 
Home, Better Homes & Gardens, 
Farm Journal, Holland’s Maga- 
zine, Progressive Farmer, Small 
Homes Guide, Successful Farming 
and Sunset. McCall’s and The 
Saturday Evening Post also have 
been added to the schedule, for 
the first time. 

The $800,000 advertising and 
promotion budget will cover two- 
color and b&w pages in Retailing 
Daily, electrical dealer publica- 
tions and copy in architectural, 
building, plumbing and engineer- 
ing publications. 


= Both factory paid and coopera- 
tive newspaper insertions will be 
used later this year. Final details, 
however, have not yet been 
worked out. 

Another problem in the sale of 
kitchens, which American Central 
believes it has solved, is that of 
perfecting an efficient dealer sales 
training program. 

The company was among the 
first to adopt a postwar training 
plan. The original $100,000 appro- 
priation for training covered the 
production of some nine sound 
slide films and 16 chart presenta- 
tions. 

In using these training aids, the 
training division found that flexi- 
bility and follow-up were the big- 
gest headaches. As a result, this 
year it has adopted three new 
films, plus charts and equipment 
which permit a salesman to put 
on a training session in a large 
auditorium or on the counter of a 
dealer’s store, thus achieving max- 
imum flexibility. 

To introduce the 1950 program, 
company executives are conduct- 
ing four distributor meetings, in 
Chicago, New York, Memphis and 
San Francisco. The three training 
films, on the kitchen equipment 
market and American Central 
products, planning kitchens and 
installation of kitchens, are being 
given distributors at these ses- 
sions. 


ws The distributors, in turn, will 
conduct the dealer training ses- 
sions, with the assistance of com- 
pany training representatives who 
will emphasize following up the 
initial presentations. Great stress 
is being placed on training this 


year, because the company is in 
the process of expanding its deal- 
er organization from 5,000 to about 
8,000. 

One of the interesting phases 
in the training program is a sec- 
tion on handling the audience. A 
chart has been devised which 
shows the typical “characters” 
who turn up for sales meetings, 
and offers suggestions for handling 
some of the problems such per- 
sons create. 

To help eliminate the headaches 
in the installation of kitchens, the 
company has prepared a silent 
movie on the subject, and has 
established four regional field of- 
fices and staffed them with field 
service managers to help carry 
out the installation phase of the 
training program, 

The company’s capacity has been 
-nereased almost 50%, and F. F. 
Duggan, general sales manager, 
estimates that the industry’s re- 
tail sales of steel cabinets and 
kitchens in 1950 may equal the 
1948 volume of $200,000,000, up 
12% from last year’s total. 

Ruthrauff & Ryan, Chicago, has 
the account. 


Pabco Maps Spring Program 
for Its Floor Coverings 


Paraffine Companies Inc., San 
Francisco, this spring will promote, 
for the first time since the war, the 
Pabco Guaranty rugs with full- 
color, full-page ads in Sunday 
magazine sections. Tie-in promo- 
tions will be used by dealers. 

Full-color ads devoted alter- 
nately throughout the season to 
Pabco Warranty yard goods and 
California Originals linoleums will 
appear in American Home, Better 
Homes & Gardens, Country Gen- 
tleman, Ladies’ Home Journal and 
Woman’s Home Companion. In 
addition, full-color, full-page ads 
will be carried in House & Garden. 
Mastipave, Pabco’s industrial floor 
covering, will be promoted in Bus 
Transportation, Flooring, Indus- 
trial Equipment News, Industrial 
Maintenance, Institutions, News- 
week, Retailing Daily, Rug Profits 
and School Executive. The San 
Francisco office of Brisacher, 
Wheeler & Staff handles the ac- 
count. 


Appoints Elias Sugarman 


Elias E. Sugarman has been ap- 
pointed director of sales of Voca- 
tional Guidance Manuals Inc., New 
York, book publisher. 


a woe the School Planners As They Plan 


Catalog your products in 


1950-51 American School and University 


For 22 years the standard collective catalog 
of the school and college market 


Write for rates and closing dates 


The American School Publishing Corporation __ 


470 Fourth Avenue, New York 16, N. Y. 
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RCA Victor Ads 
Will Tell Success 
of 45rpm Products 


CampEeN, N. J.—A_ concerted 


newspaper and magazine drive will 
bring promotion of the RCA Victor 
45rpm records and record players | 
to a new high during the next 
three months. 

Large-space ads will be taken in 
newspapers in almost every major 
market in the nation. Ads will ap-' 
pear in Collier’s, Coronet, Look | 
and The Saturday Evening Post, 
with theme based on the fact. 
45rpm records can be played 
through any sets now. 

Newspaper headlines say “ ‘45’ 
is sweeping the country,” with il- 
lustrations showing the various 
RCA sets which play these small 
records. A follow-up ad will tell 
“success stories” of how dealers 
sold out, and reactions of consumers 
throughout the nation. 


= Television slides and films, and 
advertising kits, also are being pro- 
vided to dealers. 

RCA’s new network radio show, 
“Screen Directors’ Playhouse,” is 
being used for the 45rprn promo- 
tion, as is “Kukla, Fran & Ollie,” 
the network television show spon- 
sored by RCA Victor. J. Walter 
Thompson Co. is the agency. 

Also supporting this drive is the 
publication of a unique, standard- 
size newspaper, “The RCA Victor 
Good News,” which is being de- 
livered by Western Union mes- 
sengers to dealers throughout the 
nation. The paper is devoted ex- 
clusively to 45rpm matters. 


Haight Elected President 
of Wilson, Haight & Welch 
Jesse J. Haight, executive vice- 


president and head of the New 
York office, has been elected pres- 


ident of Wilson, Haight & Welch, || 


Hartford and New York agency. 
He succeeds Howard C. Wilson, 


who will continue to be active 


63 


in the agency. Arvin J. Welch, 
vice-president, has been named Ist 
vice-president, and Harlan C. 
Judd, account executive, has been 
appointed treasurer. 

Donald W. Donahue and Jar- 
vin W. Mason have been reelected 
vice-presidents and George F. 
Dickinson has been reelected sec- 
retary. 


Opens Ad Cartoon Service 


Roy Duka has opened Typhoon 
Enterprises, advertising cartoon 
and neon sign service, at 635 Main 
St., Hartford, Conn. 


HOW SHALL I FRAME MY PICTURES? 
What size frame shall you use? What style 
will best harmonize with the picture and 
your furniture? How can you make more in- 
teresting wall arrangements? These are 
questions our framing experts can answer 
for you. Come see our choice collection of 
frames, full color prints and modern masters. 
Bring your pictures and your questions with 


YOU. Send for your free copy 
of the 16 page book 


Visit America's Largest Art Supply Center 


| Arthur Brown & Bro., inc. 
| Dept. G 2 West 46 St., N. Y. 19, N. Y. 
| Send me free copy of "PICTURE FRAMES" 


| City 


& Sell the News readers : 


@ and you sell the - 
@ WHCls BUFFALO MARKET > 


EDWARD H. BUTLER 
Editor and Publisher 


BUFFALO EVENING NEWS 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


Write for DATA BOOK 


SE Seas 


KELLY-SMITH CO. 
National Representatives 
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“HOW TRADE ADVERTISING 
"HELPS TO GET YOUR PRODUCT 
INTO RETAILERS’ WINDOWS 


Powerful, full size, full color, three dimensional displays of your merchandise — right 
at eye level — with salesmen at hand to clinch sales! These are your 
retailer’s windows! 


Along with sales training, interior displays, advertising and other sales promotion, 
windows are the tools of the merchant’s trade — the tools with which 
merchants move merchandise. Y 


Yes, your retailer knows the selling value of his window displays and no 
merchandise gets into those windows accidentally. The retailer is constantly 
searching for new products, new display ideas that will bring people into his store 
and help him move more merchandise. 


How to get YOUR product into your retailer’s window? Remember this — your 
retailer reads, studies and relies on his Haire Publication, the specialized 
merchandising authority of his field. 


In it he finds many sound merchanilising ideas in the editorial pages every 

month ... ideas that will turn a profit for him. And hundreds of aggressive 
advertisers give him additional sales ideas through their advertising. It is here that 
he finds his inspiration for the products that go into his windows . . . the preferred 
position that your products get when they win trade acceptance. 


: MORE EFFECTIVE BECAUSE THEY’RE MORE SELL-ECTIVE 


For instance, 
take INFANTS’ & 

CHILDREN’S REVIEW 

the specialized Haire Publication of 
infants’, children’s, girls’ and teen- 
age merchandise. 


Since 1926, it has provided the infor- 
mation and inspiration for retailers 
in this fast growing market. It is the 
accepted leader . . . the industry’s 
only trade publication with ABC 
PAID Circulation. It consistently 
carries the greatest number of ad- 
vertisers and pages of advertising 
in this field. 


Manufacturers can win and influ- 
ence the retailer and gain his 
power to move merchandise by 
advertising in INFANTS’ & 
CHILDREN’S REVIEW ... or in 
the particular Haire Publication 
that serves their field, 
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